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IND. KPHO-TV | stag | sta'c | stad 
Vp tour 149 100 | 61 | 36 5 351 


TOTAL WINS 43 29 | 17 | 10 1 100 


*Source: ARB Analysis, June 8-14 Report 


(For those periods when KPHO-TV and at least one other station were on the air.) 


KPHO-TY PHOENIX 


A MEREDITH STATION REPRESENTED BY THE KATZ AGENCY 
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* 1. Russ Van Dyke News...............005 10:00 P.M........... 37.7 

* 2. Al Couppee Sports ................... 10:20 P.M........... 27.0 

* 3. Paul Rhoades News .................. || oe 148 

MS MIE 5655. dose dccicns diene 10:45AM........... 13.7 

5. Jock Shelley Wows ...............000. 10:00 P.M........... 13.4 
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* 7. Search for Tomorrow................. 10:30AM.........:. 125 

* 8. Don Soliday News .................0 gee 12.4 

4 tS eeereee 12:00 Noon......... 11.8 

| EB nacncncvcico ccsecvesiacae 10:15AM........... 10.8 
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Plymouth Rock... just another rock on the’New England shore... _. 
until the Pilgrims touched it. Then it pine 
became a national mogument. 2" a 


4 .° Broadcast stations too, lie, unknown - 
© as “rocks, ” or achieve national récognition— 3 
depending upon how they are "touched" 
sand by whom, Storer stations are known..." ee “ 
to have the “touch.” 
A Storer station is a oeel station, s ma, & 
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NEW YORK— 625 Madison Avenue, New York 22, Plaza 1-3940 
SALES OFFICES CHICAGO—230 N. Michigan Avenue, Chicago 1, Franklin 2-6498 
SAN FRANCISCO—1T1 Sutter Street, San Francisco, Sutter 1-8689 
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include WJAG-TV 


if you want a schedule 


with a top ““Hi-Q’ ; 


















































W)Va: 


OVER A MILLION TV HOMES... and WJAC-TV is the 
one station that can deliver maximum coverage of this vital 
marketing area. WJAC-TV reaches into 63% of these TV 
homes , . . and holds viewer preference with outstanding pro- 
gramming. Latest ARB study in the Johnstown-Altoona area 
alone shows WJAC-TV with 24 out of the 25 top night-time 
shows, If you have something to sell, in Southwestern Penn- 
sylvania .. . showcase it on WJAC-TV .. . the station with 
that remarkable Hi-Q! 
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42% | ws 58%, 
. 26% PIENNA. 
Hi-Quanti 96% | 7°" 100% [58% 
| 14% 73% 
with 4] key counties in thi 100%}, a0, 
| Southwestern Pennsylvania 3) +, 98% -_ 
| Marketing Area 80% | ogo, ‘ 
| ke 97% 99% KY 
| Hi-Quali ego Waery 22% 
, : 98% 
| in 20 of these 41 counties “din 100% 
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32% 
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The one key to Pennsylvania’s 3rd TY Market 


call your KATZ man for 
full information about 


JOHNSTOWN - CHANNEL 6 


MILLIONS FROM 
YS _ATOP THE ALLEGHENIES é 


' ‘ 
i 



































NOW! 


AUGUST 12, 1957 | J. Carrol Naish 
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27 THE REAL RADIO STORY 
Despite “sensational” comeback claims, 
television continues to forge ahead 


32 GREYHOUND GOES TV 
Coast-to-coast bus lines turn to tv in its 
battle for riders 


36 HOW DEPARTMENT STORES 
USE TV 


Nationwide NRDGA survey shows tv 
effective for specials, institutional 








adventures of 


38 AFTERTHOUGHTS ON TV | CHARLIE CHAN 
By Rod Serling | 


Brand-new half-hour T'V series! 
40 SMILE IN THE SALES CURVE Excitement—thrills and chills 


Cheerful animal cartoons help triple | of Hollywood and exotic 
European locations captured on 


> 2 | 
. 1 r. | 
sales for Hamm's beer in five years film. Veteran character actor, 


J. Carrol Naish, makes Charlie 

Chan live and breathe. James 
Hong is the Number One Son. 
Beloved by millions, who've 
paid out their dollars to match 
their cleverness with Earl Derr 
Biggers’ most famous detective! 
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Creative 


MOTION PICTURES 


FOR 
TELEVISION, 


INDUSTRY, 


DRAMATIC SHOWS 

















ATV FILM PRODUCTIONS, INC. 


5 East 57th Street, New York 22, N. Y. 
® 
35-01 Northern Boulevard, L.1.C. 1, N. Y. 
EXeter 2-4949 
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“NORTHWEST PASSAGE” 
“THE FEMININE Toven” 


. about this 
_ programming opportunity 


ag piven 2-2000 








STARRING 


PETER LAWFORD: PHYLLIS KIRK 

















“MIN & BILL” — 
“YOU'RE ONLY YOUNG ONCE” 


“GOODBYE, MR. CHIPS” 


{Boreham Wood Studios, 
London, England) 


For more information — 


write, wire or phone 
Charies C. “Bud” Berry, 
Vice President, 


1540 Broadway, 
New York City 36, | 
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KRON is TV in SF 





San Franciscans ar sold cn KRON-7V 


* SAN FRANCISCO CHRONICLE + NBC AFFILIATE « CHANNEL 4 « PETERS, GRIFFIN, WOODWARD + 





August 12, 1957, Television Age 














Letter from the Publisher 


Department Store Transition 


There is an interesting transition taking place with respect to 
department store thinking about the use of television. 

The National Retail Dry Goods Association survey just released, 
the details of which you will find on page 37, reveals that almost 
30 per cent of the department stores queried are presently using 
television—and using it successfully. The trend of the department 
store interest in television was indicated to us when we ran our 
department store roundup story two months ago. Over 4000 re- 
prints of this story were sold within two weeks after it appeared. 

The department stores are traditionally conservative in their ap- 
proach to advertising. They have preferred the time-tested, grooved 
formulas of putting most of their eggs in the newspaper baskets. 
But spiralling costs, declining net profits and radical population 
shifts are forcing them to try out new methods of merchandising 
and advertising. 

Television is a natural medium for department store advertising, 
delivering, as it does, its tremendous impact of sight with sound. 
It is the only medium that can deliver demonstration. This, plus the 
fact that television extends far beyond the retail trading zone of 
newspapers, should make it a basic medium for the aggressive 
department store to increase sales. As a mater of fact, 83 per cent 
of the net growth in population over the past seven years has taken 
place in suburban areas. These figures merely dramatize the efh- 
ciency of television advertising, not only in the metropolitan areas 
but in the important expanding outlying communities. As one of the 
department stores reported in the NRDGA survey, “Television is 
vital in our trading area due to size, competition, growth and cost 
of newspaper space.” 


Largest Local Advertisers 


Department stores represent the largest single dollar volume 
potential advertisers on the local level for television. It must be 
admitted that by and large stations have not been overly aggressive 
in going after department store business. This situation too is 
rapidly changing with increased competition and better time 
availabilities. 

Many department store executives candidly admit that they are 
scared of tv but would use it if the programming and commercial 
formulas were developed for them. In this respect, the Television 
Bureau of Advertising and its Retail Sales Division directed by 
Howard Abrams has been doing an outstanding job in selling de- 
partment stores on the use of television and demonstrating to them 
how effectively the medium can be utilized. The work of TvB in 
this area has stimulated interest in television by individual stores 
all over the country. But that spade work, if it is to be productive, 
has to be followed up by the stations. It is incumbent upon the 
station to know the department store problems inside and out. 
Once the account is sold, it requires a great deal of servicing. One 
thing is abundantly clear: every national department store in Amer- 
ica is a front-line prospect for tv. 


Cordially, 


Ly. Veeck 



















Sacramento 


Have You 
Switched To 
KCRA-TV Yet? 


The Audience Has! 





ARB* Share of Audience 


491% sere stean 


Mon.-Fri. Sun.-Set. Average 
Sign-on- 6 p.m. Share of 
6p.m. Sign-off Audience 


KCRA-TV 65.8% 43.4% 49.7% 


“B" 21.1% 38.2% 345% 
‘8 29.8% 77% 93% 
“p” 10.2% 102% 10.2% 





Sacramento shows its loyalty 
to KCRA-TV by giving it 8 of 
the top 10 syndicated pro- 
grams, 13 of the top 20 shows 
and more local quarter-hour 
“firsts’’ than the other three 
stations get from network pro- 


gramming combined: 





Quarter Hour 


= Firsts 
° 
a 
_- 19 
— 
“ge” “p” 





Ask Petry about 
: The Highest Rated 
= NBC Station in the West 





*ARB, Sacramento, May, 1957 


ACRAMENTO, CALIFORNIA © 


Serving 3! 
Northern California and 
Nevada Counties 
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ALL TEN 


OF THE 


TOP TEN 


PLUS 


24 of the 
TOP 25 


WSAZ-TV 


In the June 1957 ARB 


survey of the 110 county 
area served by Huntington 
Charleston television . . . 


WSAZ-TV PROGRAMS 
ARE 
WAY OUT IN FRONT 


1 THE FORD SHOW 


2 THE PERRY COMO 
SHOW 


3 YOUR HIT PARADE 


4 THE LORETTA YOUNG 
SHOW 

5 THE CHEVY SHOW 

6 THE PEOPLE’S CHOICE 

7 FATHER KNOWS BEST 

8 THE STEVE ALLEN 
SHOW 

9 TWENTY ONE 

0 THIS IS YOUR LIFE 





HUNTINGTON-CHARLESTON, W. VA. 


W.B.c. NETWORE 


Affihated with Radio Stations 
WSAZ, Huntington 6 WKAZ, Charleston 


LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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Looking to Spot 
We would appreciate receiving two 
copies of the July 15th issue of 
TELEVISION AGE which contained the 
article entitled “Advertisers Look to 

Spot.” 

J. L. Bakowsky 
Adell Chemical Co. 
Holyoke, Mass. 


. . » We certainly are happy to see 
you pushing television and spot so hard 
these days... . 

LLoyp GRIFFIN 
Peters, Griffin, Woodward 
New York City 


Light Touch 

Thank you so much for that flattering 
write-up you gave us in TELEVISION 
AGE. (“Bright View of Syndication”, 
July 15, 1957). It is a hell of a good 


story and I particularly liked the light 
touch and approach you gave it. 

Lesuie T. Harris 

CBS-TV 

New York City 


Educational Tv in Florida 


Note: Mrs. Gear recently wrote to TELEVISION 
AGE asking about the availability of educa- 
tional television programs in the Hollywood, 
Fla. area. The letter was published in these 
columns. Printed below is the letter which 
one area station, WTVJ Miami, wrote to Mrs. 
Gear. 


Dear Mrs. Gear: 

I noticed your letter to the editor 
of TELEVISION AGE magazine. 

The educational television station in 
this area is WTHS-TV, channel 2, owned 
by the Dade County School Board. But 
if you cannot get channel 2, may | 
suggest: 

wTvJ, channel 4, provides you with 
one of the nation’s top educational 
series, the “public affairs” strip each 
Wednesday night from 10:30-11 p. m. 
Educational programs in this series, 
include hurricane safety, heart re- 
search, mental health programs, juve- 
nile delinquency, democracy topics, ad 

(Continued on page 18) 








“All you Westmichiganmen are alike! You ask a girl up to 
see your etchings, and right away you’re WOODwatching.” 


EVERYBODY in Western Michigan is a WOODwatcher. 





WOOD-TV 


wooDland Center, GRAND RAPIDS, 
Wood Broadcasting Inc. A subsidiary of Time, Inc. « Licensee of Radio 
Station WOOD, 5000 watts, fulltime NBC «+ Television Station WOOD- 
TV, channel 8, 316,000 watts e.r.p., 1000-foot antenna, NBC Basic, 


ABC Supplementary + Represented by Katz Agency 


MICHIGAN 
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Retail Sales per Household 


$4,56500 


43.1% above Tenn. average 
... which is 18.4% above 
national average! 


Here is news of interest to every advertiser seek- 
ing top audience and top buying power . . .The 
Consumer Markets data for the State of Ten- 
nessee to January 1, 1957, released by Standard 
Rate and Data,shows Metropolitan Memphis one 
of the nation’s dynamic markets . . . leading Ten- 
nessee’s average in retail sales per household by 
nearly fifty percent! 

In addition, Metro Memphis ranks ahead of 
the national average in CSI (income after taxes), 
reaching the imposing total of nearly one billion 
dollars! 

What a box score of buying power for you 
to tap . . . and the top TV station of the area 
(according to recent coverage figures) is resound- 
ingly WMCT .. . reaching 9.5% more TV homes 
than Station B and 17.67% more than Station C! 





- 
an, it’s big! ... 


NEWPORT * 


...and latest SRDS consumer markets data 
figures show how big it is! 


° 
MAYFIELD 


MoO. SIKESTON , 
. 4 # 


POPLAR BLUFF 


PY ERSBURG 


© JACKSON 


TENN. 


/ MEMPHIS 


ARK. 


FORREST CITY 


MISS. 


*TUPELO 
*GREENVILLE 


CSI per Household 


(income after taxes) 
31.7% above Tennessee 
...and 3% above 
national average! 


WMCT Gani’ 


the TV AREA station for 
the Memphis market 
WMC—WMCF—WMCT MEMPHIS' FIRST TV STATION 
100,000 WATTS « NBC BASIC 


Owned and operated by 
THE COMMERCIAL APPEAL 


National Representatives 
Biair-TV 


August 12, 1957, Television Age 


13 





central LOWA likes 
channel 5 (Ames-Des Moines) best. 












































NOTES ON CENTRAL IOWA 


The American Research Bureau survey of Central 
lowa, June, 1957, lists WOI-TV with 5 of the top 10 net- 
work programs. 


Television Magazine gives WOI-TV well over 40,000 
more homes than the competing stations in the Des 


Moines market. 


Success Breeds Success! Why not join the successful 
advertisers who are already on Channel 5? 


























REPRESENTED NATIONALLY BY WEED TELEVISION 


WOI-TY, chau 5 


AMES - DES MOINES, 1|OWA 
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Profit in Spot 

Where do television stations make their profits? Further 
confirmation of the already well-known fact that spot is 
the backbone of profitable operation comes from the 
NARTB’s recent survey of finances. According to their 
studies the average station receives 47 per cent of its 
revenue from national and regional spot, 30 per cent from 
local and only 23 per cent from network advertising. On 
the expense side 37 per cent was for programming, 33 
per cent for general and administrative costs, 18 per cent 
for technical costs and 12 per cent for selling. 


Color Tv Tape Soon 


Ampex and RCA are reportedly exchanging know-how 
on the problem of perfecting color video tape. The RCA 
experience with color is being combined with the Ampex 
engineering development of a perfected television tape 
system. No announcement of progress is expected before 


fall. 


New Field for Tape 

Another field being explored by Ampex tape is that 
now monopolized by the business machine card systems. 
Engineers believe that a tape system of storing business 
information can be much less complicated and expensive 
than that now in use. Ampex reveals that most of the 
problems involved have been solved and demonstrations 
of their technique may be expected in the near future. 


Question of News Value 

Interesting fact brought out during the recent deluge 
of defense occasioned by New York Times columnist Jack 
Gould’s charge that network television was having its 
toughest year, was contained in the TvB answer. TvB’s 
director of national sales Halsey Barrett, after citing 
figures to prove network television’s health, asked: “We 
wonder why, if tv business is front page newspaper news, 
the fact that general advertising in newspapers has fallen 
11.6 million lines in five months (Media Records Measure- 
ments) is not also front page news? And how about the 
news value of the 19 per cent decline in New York night- 
time newspaper circulation (A.B.C.) this spring vs. last? 


New Table Syrup on Tv 


William Barnes, Inc., Minneapolis, maker of Home 
Brand jams, jellies and preserves, will introduce this fall 
a new table syrup called Billy Boy. Tv appears a dominant 
factor in the plans, with the initial campaign set for Min- 
neapolis, Chicago, Peoria, Kansas City and Des Moines. 
Jackson, Haerr, Peterson & Hall, Inc., Peoria, is the 
agency. Phil Harney, account executive, is the timebuyer 
on the account. 


NBC Films to Saudi Arabia 

Arabian-American Oil Co. has just purchased a host of 
films from NBC International for its new Saudi Arabian 
station which is set to debut Sept. 15. Among the proper- 
ties involved are Hopalong Cassidy, The Silent Service, 
Crunch and Des and others. The network also has sold the 
services of a management team to help get the station 
started. The spreading of NBC International operations 
to Mexico City will take place the last week of August. 
Leon Kagan, formerly of ABC, has been named manager 
of that office. 


LaRosa Changing Programs 

LaRosa spaghetti and macaroni is in the process of 
changing some of its program buys. The company just 
bought Harbor Command on wcavu-tTv Philadelphia to re- 
place Waterfront in that city. There is also a report that a 
switch is being contemplated for Waterfront in Boston. 
The new property has not been decided upon. LaRosa also 
sponsors Silent Service in New York and Sheriff of Co- 
chise in Providence and New Haven. Sullivan, Stauffer. 
Colwell & Bayles, Inc., New York, is the agency. Ira 
Gonsier is the timebuyer. 


Schick in Big Tv Push 

An all-out campaign for Schick’s new electric shaver, 
Powershave, will involve the expenditure of $4.5 million 
from August through Christmas. More than half of the 
money will be spent in tv. Spot alone will account for 
$750,000, using announcements in the top 100 markets. 
For network tv, the company will co-sponsor two NBC- 
TV programs: Dragnet on 167 stations and the Gisele 
Mackenzie Show, which starts Sept. 28. Benton & Bowles, 
Inc., New York, is the agency. Bern Kanner is the time- 
buyer. 


Brewery Sponsors ‘Ranch Party’ in 18 Markets 

Griesedieck Bros. Brewery Co., St. Louis, expects to 
place the new Screen Gems’ Ranch Party in 18 markets 
by the fall. At least nine markets have been cleared thus 
far, among them St. Louis, Columbia, Mo., and Little 
Rock. The series was bought for Griesedieck through its 
agency, Maxon, Inc., New York. 


Parker Uses Tv 


Parker Pen Co. is preparing a back-to-school campaign 
featuring a new pen, the T-Ball Jotter. A budget of $750.- 
000 has been set aside. A good portion of this will go to 
tv spot, utilizing 20’s and 60’s on more than 75 stations. 
The tv drive will start in September. Tatham-Laird, Inc., 
Chicago, is the agency; Leroy Boyer, media supervisor, 
is the contact. 
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“We turned to KOMO-TV, Seattle, 
to help us accomplish a real selling job.” 





Chelan, Washington, a town of 2,500 people, situated in a remote aréa on a 
crystal-pure 60-mile lake, needed a boost. They wanted to sell the people of the state on 
their wonderful outdoor recreational facilities. How did they do it? 


James Carroll, Mayor of Chelan: “Lake Chelan turned to KOMO-TV to help them t 
accomplish a real selling job and, thanks to KOMO-TV, were eminently successful. | 


“The station jumped in, helped us organize a major unlimited hydroplane race. They 
arranged for a remote telecast of the race itself, extended cables and microwave links across 
the rugged Cascade mountains...set up a special Apple Cup TV network of 6 stations that 
carried the race to an audience throughout the state and parts of Idaho and Oregon. : 





“Eighty thousand people jammed our city—another 1,000,000 plus sat in our back yard 
via TV—newsmen and photographers sent their stories and pictures all over the country... 
and most of this came about as a result of KOMO-TV’s influence with its audience. 


Promoting a sports event, publicizing a community or products, audience influence pays off. 


for greater influence in Seattle and Western Washington 





CHANNEL 4 NBC the COLOR sStatio 


GET THE FACTS FROM YOUR NBC SPOT SALES REPRESENTATIVE 
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Business barometer 





Local television billings increased in May but spot, for the first time in four 
years, showed a slight drop. 


_ LOCAL BUSINESS 
The exclusive TELEVISION AGE Business ices) tek’ Sede Was, Ben. OT. Oe Ma. he 
Barometer index shows that local 


increased 3.5 per cent in May over 85 
April but national spot dropped 80 
1.2 per cent. 75 
The May increase in local billings was to 1956-57 = 


be expected, since it is a recur- 
ring pattern for the month. 

























In 1956 billings were up in May 6 per — oe 
cent, in 1955 they were up 2.9 per 


cent and in 1954 2.3 per cent. ~ 
As the graph on this page indicates, local 50) 
billings this year have followed 25 
very much the same pattern set in 20 
previous years. = 15 


National and regional spot is a different - 
story. Within the four-year history 
of the month-to-month Business = 
Barometer there has never before 
been a weakness in spot in May. 

















In 1956 May showed an increase of 4.9 per cent in spot. In 1955 there was a gain 
of 3.8 per cent in May and in 1954 the increase was 6.7 per cent. 


SPOT BUSINESS 
This year's spot picture has varied to eee oe ee a ee ee ae . 
some extent from that in 1955-56 
and followed more closely the path 
set in 1954-55 as the graph on 
this page will indicate. 











In 1956 spot increased in January by 2.5 1956-57 _ 
per cent while in 1957 there was 
a loss of 2.6 per cent. In February 
1956 the gain was 13.5 per cent 
while in 1957 for the same month 
it was only 4.3 per cent. 


In March 1956 spot gained 11 per cent and 
in the same month in 1957 the gain 
was almost identical, 11.4 per 
cent. In April 1956 there was a 
national spot loss of 3 per cent 
while in April this year the loss 
was only 0.7 per cent. 





1955-56 





The May loss this year has been discussed. 
Altogether spot has not shown the 
strength this winter and spring ee 
that it did last year. It must be 20 
remembered, however, that these 
percentage figures apply to the 
months immediately preceding and 5 
during the intervening year spot 0 
sales have climbed to a higher 5 
total than that a year or two 10 
years ago. Thus a smaller percent- 
age gain, or loss, may involve more money than it did at the same point 
last year. 





sua 





The Business Barometer is compiled on the basis of station figures sent to Dun & 
Bradstreet. Stations in all sizes of markets, in all parts of the country 
are included in the reports. 
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Letters 


(Continued from page 12) 


infinitum. Last year this series won 
the top national award of the Free- 
doms Foundation. 

Also for educational programs, | 
think it’s hard to beat CBS’s You Are 
There. And on Sunday morning, all 
programs from sign on until noon are 
educational and/or religious. 

Happy viewing! 

Georce VICKERY 
Public Service Director 
wtvJ Miami 


Rate Mixup 
I notice in the July 15 issue of 


TELEVISION AGE on page 110, KRLD-TV 

is listed as Class A hour rate $950. 

This is an error, since our prime 

rate is Class AA and should be $1,100. 

The one minute rate should be $300 
and the ID $175. 

Roy M. FLynn 

Manager 

KRLD-TV Dallas 


Note: Our apologies Mr. Flynn. This issue 
of TV AGE carries the correct rate listings. 


Good Issue 

. . « July 1 issue of TELEvision AcE. 
I found this an exceptionally good is- 
sue, and also was especially interested 
in your coverage of the People’s Ad- 














Latest* ARB Ratings 
Combined Dallas-Fort Worth 
Share of Audience 

9 P.M. to Midnight, Monday 
through Sunday 


*June 1-7 


Represented by BLAIR i 





Tu clear-cut lead an 
share of audience 
plus lowest cost-per-1000 
.. two of many sound 
reasons for buying 


AFJZ-TYV 
Channel 


for the Dallas-Fort Worth market 















KFIZ-TV 29.2% 
Station A 27.3 
Station B 27.1 
Station C 16.6 














visory Council survey as it applied to 
soft drink preferences. 

Rosert E. DUNVILLE 

President 

Crosley Broadcasting Corp. 

Cincinnati 


Miss WPBN-TV 
Enclosed please find 
Valerie Strong, Miss Michigan of 
1958, which was sent to me by Les 
Beiderman, general manager of WPBN- 
TV Traverse City. She is a senior stu- 
dent at Central Michigan College, at 
Mount Pleasant. She started in radio 
on the children’s hour about nine 
years ago, and from time to time has 


photo of 


made many appearances. Then, in 
Chicago three years ago, she won the 
National 4-H talent contest with a 
partner from Traverse City. With the 
advent of WPBN-TV she has made many 
appearances on programs, especially 





singing and playing the piano... . 


She entered this beauty contest as Miss 
WPBN-TV in a contest at Central Michi- 
gan. . . . Since then she has gone 
through two elimination contests and 
... We think 
she has a real chance for the finals. . . . 
ELIZABETH BECKJORDAN 
Station Network Representative 
New York City 

More on Department Stores 


now is Miss Michigan. 


. send us 25 additional reprints 
of your story on Department Stores. 
Harrison W. H. Eacies 
Promotion-Merchandising Mgr. 
xETV San Diego 
I would appreciate your sending me 
6 reprints of the Department Store 
article that appeared in the May 6 
issue of TELEVISION AGE. 
CLARK GRANT 
Promotion Manager 
WOOD-TV 
Grand Rapids, Mich. 
Would you please send us 25 ad- 
ditional reprints of your story on de- 
partment stores? 
Harrison W. H. Eacies 
Promotion-Merchandising Mgr. 
xETV San Diego 
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TAN Bs 
spectacular 
new 


ACTION 


show! 


HEROIC 


an | 1 2 Oe). ee oles Wale) i 
NEW AND FRESH TO TV! 


A whirlwind of action spotlighting America’s toughest 
and most dramatic law enforcement job: guarding 
our vital harbors from enemies within and without 


ABOARD ocean liners, po- 


lice and Coast Guard boats, 
tramp steamers, fire boats. 


ALOFT in Port Authority 


helicopters and Coast Guard 
planes. 

















==  _ TRUE-TO-LIFE HMPACT v0 


—= BRINGS VIEWERS BACK! 


ASHORE in warehouses, 


U. S. Customs Offices, 


Oceanography Laboratories. , dieiie ie toe b ZIV 


SAM !MOP 



















Ist By Survey* - WHBQ-TV Memphis 


WHBQ.-TV, Memphis’ most powerful station, 

once again is Memphis’ most popular sta- 
tion. The June ARB* shows that of 349 | 
competitively rated quarter hours, sign-on | 
to sign-off, WHBQ@-TV dominates in 194; 
station ''B" in 116; and station "'C" in 39. 


@ For availabilities contact H-R Representatives or WHBQ-TV Memphis. 
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TWE WAY IT HAPPENED N ews f ron t 


“Time” and TvB differ on statistics . . . page 23 
NBC parades its “specials” for 57... . page 23 


Grey’s answers to “the conference”... . page 25 


Time and Tv 


The Television Bureau of Advertis- 
ing, in a combative mood, is having 
some trouble trying to keep up with 
the wayward press. 

When the TvB promoters aren't 
statistically slugging it out with the 
ANPA Bureau of Advertising, they are 
busily patching up the facts in Time 
magazine—which is, in some regards, 
a little behind the times. 

In a page article in the July 8th 
issue, Time pokes a sardonic finger at 
the plush coverage of television in 
newspapers, citing the “fat and gaudy” 
Sunday tv supplements in 100 dailies, 
the tv logs carried in most cities and 
the tough run the new air medium is 
giving monopoly publishers for the ad- 
vertising dollar. 

Clearly, so far as TvB is concerned, 
any of these truths could be written 
in the Madison Ave. sky—smoke let- 
ters in the blue being a medium no- 
body has yet begrudged. 

But, when it comes down to hard 
statistics, TvB is anxious to bring 
Time around to 1957. 

The magazine twice puts the num- 
ber of U. S. tv families at 37 million, 
a figure that went out with the °56 
World Almanac. 

TvB amends this to 40.3 million tv 
families (A. C. Nielsen, July °57). 


TOO MUCH DISPARITY. The news- 
paper’s Bureau of Advertising might 
think TvB is trifling with round figures 
in pointing up the 3.3 million dispar- 
ity in time present and Time mag- 
azine. TvB might ask, however, if the 
opposition would practically throw 
away the Sunday edition of the New 
York Daily News—all runs, Saturday 
included. 


Time says it’s likely that tv coverage 





was a big factor in newspapers’ gain 
of a million circulation to a record 57 
million last year. 

TvB has a footnote for the magazine 
that is long on foot notes: “Where ends 
it all knows TvB. Year last tv’s circu- 
lation upsurged 3.3 million.” 

While tv’s ad revenues have jumped 
$452 million in the last two years, says 
Time, daily newspaper advertising 
grew by a record $610 million, and last 
year racked up a new high of $3.3 bil- 
lion against tv’s $1.2 billion, also a 
new high. 

Annotates TvB: national advertisers 


Spot Top 20 
Leading national and regional 
spot station in the nation in the 
KDKA-TV 
Pittsburgh, according to Rora- 


baugh Report for the second 
quarter. Some 320 television sta- 


second quarter was 


tions, carrying an estimated 90 
per cent of national and regional 
spot business, cooperate with the 

N. C. Rorabaugh Co. to make the 
report possible. 

The top 20 spot stations, with 
the number of their spot accounts, 
include KDKA-Tv Pittsburgh 237, 
WNAC-TV Boston 200, wpDsu-Tv 
New Orleans 195, wetv Charlotte 
183, KpIx San Francisco 162, 
KGO-TV San Francisco 157, 
wNHCc-Tv New Haven 155, wFaa- 
TV Dallas 154, wrvy Miami 154, 
KNXT Los Angeles 153, KING-TV 
Seattle 152, Krtv Los Angeles 
150, wBBM-Tv Chicago 150, Ksp- 
Tv St. Louis 149, KRon-tTv San 
Francisco 149, wspp-tv Toledo 
148, Kwtv Oklahoma City 146, 
wcau-Tv Philadelphia 145, wrop- 
TV Washington 142. 








spent more money in tv in 1956 than 
in any other advertising medium, like 
this: 

Television (net 


& spot) $954,700,000 
Newspapers $788,900,000 
Magazines $794,700,000 


Radio (net & spot) $229,900,000 

Furthermore—and more important 
—in the past year, says TvB, national 
advertisers increased their newspaper 
expenditures $45.6 million while in- 
creasing their tv billing $154.1 million 
-$108.5 million greater increase for 
tv than newspapers. 

Anyhow, if Time won't tell, TvB 
will. 


‘Specials’ for 1957 


The recent early morning muster (by 
press conference standards) of NBC- 
TV executives and production asso- 
ciates was frankly set forth as a state- 
ment of programming calculated to 
dispel the disenchantment of New 
York’s tv word slingers as regards the 
coming season. 

NBC President Robert Sarnoff told 
an unusually large gathering of critics, 
consumer and trade reporters and as- 
sorted print pecksnifis why they had 
been gathered. At lunch with a lead- 
ing New York tv critic, Mr. Sarnoff 
had heard first hand the current rumble 
about mediocrity. 

The critic complained that the com- 
ing season’s schedule on all networks 
didn’t seem to offer many event-type 
programs that would make good review 
material. 


FACTS AND FIGURES. “This 
prompted me to pull together some 
facts and figures on our special pro- 
grams,” said Mr. Sarnoff, “those shows 
that we plan to intrude upon the regu- 
lar schedule and in an irregular pat- 
tern. The program and sales depart- 
ment had been working for many 
months to firm up a fall schedule of 
specials, and the reports they sub- 
mitted were rather overwhelming in 
terms of number of shows, dollar vol- 


(Continued on page 25) 
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*""Jaxie’’ proudly anmounces.. 


WFGA-TY 


Jacksonville, Fla. 


= MBC 
SEPT. Ist 


For A Service Area of 64 
Florida - Georgia Counties 











TV Sets 226,880 


(1) 
Population 1,511,300 (2) 
Buying Power $1,785,944,000 (2) 
Retail Sales $1,562,627,800 (2) 


(1) Television Magazine, June. 1957. 


(2) Sales Management Survey of Buying Power, 1957 


WFEGA-TV « Channel 12 ¢ VHF 
equipped for FULL COLOR @ 1000 ft. tower 
Top Power 316,000 watts e JACKSONVILLE, FLORIDA 


Represented by Peters, Griffin, Woodward, Inc. 


Wai 


FLORIDA’S —< STATION! 
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News 


(Continued from page 23) 


ume of sponsor commitments and 
variety of program content.” 

His definition of a special: “A half- 
hour, hour, 90-minute or two-hour 
show that is not broadcast in the week- 
in, week-out pattern of regular pro- 
grams and that is, by its nature, 
different from standard network enter- 
tainment fare. We exclude our regular 
news shows and such public affairs pro- 
grams as Meet the Press, American 
Forum, Youth Wants to Know and 
Outlook from this category.” 

This definition means that the net- 
work will have 100 special broadcasts 
this year, according to Mr. Sarnoff. 
It means tossing Wide, Wide World 
and Omnibus into the special hopper, 
and, in all, revising upwards the net- 
work’s special nomenclature by 50 over 


a few weeks ago (see TV AGE, July 29). 


TOP BRASS ON HAND. After his 
opening talk, Mr. Sarnoff called the roll 
of NBC programming executives and 
production associates. Two hours later, 
the assembled press clearly had the 
idea that there was more to the NBC- 
TV fall scene than had met the jaun- 
diced eye. 

Attending besides Mr. Sarnoff and 
his autumn visions were Robert E. 
Kinter, executive vice president, tv net- 
Manie 
Sacks, vice president, tv network pro- 


work programs and sales; 
grams; Robert Lewine, vice president, 
night programs; Mildred Freed Al- 
berg, executive producer, Hallmark 
Hall of Fame; Henry Jaffe, of Henry 
Jaffe Enterprises, producers of the 
Shirley Temple fairy tale series; Henry 
Salomon, director of special projects 
(and top man on the Project 20 
series) ; Robert Graff, producer of the 
Wise Men series; Samuel M. Sharkey, 
Jr., editor of news; Thomas Gallery, 
director of sports; Samuel Chotzinoff, 
producer, NBC Opera Company; 
Barry Wood, executive producer of 
Wide, Wide World, and Robert 
Saudek, producer of Omnibus. 

Mr. Kintner gave a day-by-day: run- 
down of the regular fall schedule. The 
production people outlined their parts 
in the special programming which will 
extend from September 8, 1957, 
through August 9, 1958. 


Henry Salomon went so far as to 





ROBERT W. SARNOFF 
. some facts and figures .. . 


mention projects reaching into 1959. 
Definitely in the planning stages now, 
he said, are a tv version of Walt Whit- 
man’s Leaves of Grass and a several- 
part history of the American musical 
comedy. 
THE SCHEDULE. A partial list of 
the scheduled specials includes: 
National Tennis Singles from Forest 
Hills; Eleven Against Ice, the story of 
an Army-Navy trail party in the Ant- 
arctic wastes; Dean Martin in his first 
solo tv program; hour-and-a-half show 
on the 75th anniversary of Standard 
Oil; The Innocent Years, a Project 20 
production on the early part of the 
20th century; The Pied Piper of Hame- 
lin, a 90-minute musical based on the 
classic legend starring Van Johnson 
and Kay Starr; Macy’s Thanksgiving 
Parade; NBC Opera Company’s pres- 
entation of Dialogues of the Carmel- 
ites; the Blue-Grey football game 
pro-football championship; the Tour- 
nament of Roses; the Cotton Bowl and 
Rose Bowl games; Emmy and Oscar 
awards; National Open Golf Tourna- 
ment; the All-Star baseball game and 
the World Series and many others. 
These and the other specials will ac- 
count for about 117 hours, a 21 per 
cent increase over last season, said Mr. 
Sarnoff. And, he said, more than $40 
million in ad dollars has been com- 
mitted to the specials. 


Conferences 


The “meeting,” that spreading nem- 
esis of the poor guy already caught up 


in the complex of modern commerce, 


has been subjected to study-in-depth by 
the Grey Agency. 

In the agency’s monthly promotion 
letter, Grey Matter, the office confer- 
ence is clobbered in a series of ques- 
tions: 

1. Is the meeting the best form of 
communication in a large organization 
where authority has been decen- 
tralized? 

2. Can the vast number of executive 
man-hours consumed by meetings be 
more effectively employed in action 
rather than discussion? 

3. Are meetings a crutch for creative 
indolence, or, as some have called them, 
breeders of the “Pentagon mind?” 

4. Is the meeting a device for the 
decision delayer? A hiding place for 
the inept? 

5. Is the meeting a badge for the 
executive who has already made his 
decision and wants to shift respon- 
sibility to a group if the decision 
proves to have been faulty? 


A GREY BRAINSTORM? Although 
the questions sound as though they 
must have come from a Grey brain- 
storm session on the subject of meet- 
ings and may have been offered up 
with silent feelings of guilt, they are 
none-the-less generally applicable. 

Perhaps the following gripes, also in 
Grey Matter, were first made at an- 
other Grey meeting on meetings: 

1. They take up so much time study- 
ing others’ problems that they give you 
too little time for solving your own. 

2. Many meetings are no more than 
bull sessions. The real work is done by 
individuals and not by groups. 

3. Most meetings turn into wran- 
gling about problems which affect only 
a few of those present. The time of the 
others is wasted. 

4. Very few 


reached at meetings and, more often 


decisions are really 
than not, there’s little follow-up after 
the meeting. 

5. It’s the frequency of meetings 
during the day which brings about 
bulging brief cases lugged home at 
night. 


POSITIVE THINKING. Afier what 


would seem to be two trips to the group 
confessional—what Grey Matter calls 
groping and griping—the Grey men 
apparently huddled for a positive-think- 


(Continued on page 50) 
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380,000 as of January 1, 1957* 

129% more than January 1, 1947 — 

More automotive sales than Seattle, Fort Worth, Mem- = 

phis, New Orleans or Columbust WRATHER-ALVAREZ BROADCASTING, INC: Edward Petry & Co., Inc. 
There are more people making more, driving more cars SAN iE O 

and watching Channel 8 more than ever before. 


America’s more market 


® Patten-Holloway Services—California Department of Motor Vehicles 
? Sales Management May 1956 Survey of Buying Power 
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The radio story 


he radio pendulum has reversed its course. 
The medium that only a few years ago was 
reportedly “through,” according to some of ad- 
vertising’s self-admitted experts, is now in the 


‘ 


midst of a “sensational comeback,” those same 
experts say. 

Supported by the background music of radio’s 
professional drum beaters, some of these Madison 
Avenue wise men have verged on the hysterical in 
the eulogies they have sung to the revived 
medium. 

In the interests of a sane evaluation of the rel- 
ative merits of radio and other media, particu- 
larly television, the aggressive Television Bureau 


Despite “sensational comeback” 
claims for older medium . . . 
statistics prove that television 


is forging further ahead 


of Advertising has collected a mass of current 
statistics from reliable industry sources. These 
statistics (from A. C. Nielsen, unless otherwise 
identified) present what is considered to be a 
factual and up-to-date story of today’s radio ad- 
vertising potential and cost. 

Today’s radio advertisers are buying, first, 
radio’s broad potential which according to Janu- 
ary-April 1957 Nielsen figures includes 47.7 
million radio homes and 35 million car radios. 
Secondly they are buying radio’s “low” cost, an 
item which Printers ’Ink estimates is down 43 per 
cent since 1950 on network rate cards. 

But radio advertisers must take into considera- 




















Television reaches more homes per minute... 





or 106 per cent more for television 


Source: A. C. Nielsen, March 1957 








tion, says TvB, the fact that radio audi- 
ences are getting smaller while tele- 
vision audiences are getting bigger. 

From 9 a.m. to 12 midnight radio 
today reaches fewer homes than in 
1949. In many of those hours the total 
homes reached is two and three times 
less. Radio’s peak audience, according 
to statistics based on U.S. radio homes, 
in March 1949 was 17.5 million homes 
listening between 8 and 9 p.m. Today 
the peak audience comes 12 hours 
earlier, between 8 and 9 a.m., when 8.1 
million homes have their radios tuned 
in. 

Back in January 1951 radio reached 
more homes than television every hour 
of the day. At the peak, between 8 and 
9 p.m., 13 million homes were tuned 
in, while the television peak was be- 
tween 9 and 10 p.m., with an audience 
of 7.7 million homes. 

But the picture has changed. Gradu- 
ally television has taken over the lead 
in ever-widening segments of the 
broadcast day. Take the evening hours, 
6 p.m. to 12 midnight, Sunday through 
Saturday, in May 1951. At that time 
television led radio in the 11-to-12-mid- 
night segment only. By June 1951 tv 
led from 10 p.m. to 12 midnight and 
in January 1952 from 9 p.m. to mid- 
night. By October 1952 television led 
from 7 p.m. on and then began to edge 
into leadership in hours in the after- 
noon segment. 

In December 1952 television led 
radio from 5 p.m. to midnight, and in 
December 1953 it had increased its 
lead and was ahead in every hourly 
segment after 4 p.m. By November 
1954 tv’s leadership started at 3 p.m. 
and in January 1956 at 2 p.m. In Oc- 
tober 1956 the leadership started at 1 
p-m. and by January 1957 tv led in all 
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afternoon and evening hourly segments 
and also in the 1]1-a.m.-to-noon morn- 
ing segment. All of these figures are 
based on U.S. radio homes. 

While it is true, TvB points out, 
that radio has more “potential homes,” 
47.7 million as compared with televi- 
sion’s 39.3 million, television, in March 
1957, reached more homes per average 
minute per day than radio, with 11.1 
million homes, compared to radio’s 5.4 
million. This is a percentage leadership 
of 106 per cent. 

These figures bear out a trend that 
has continued since 1950 when radio 
had 10.3 million actual homes reached 
per minute, and television only 900,- 
000. As pointed out, in March 1957 
television reached 11.1 million homes 
in the average minute per day, as com- 
pared with radio’s 5.4 million. Since 
1950, then, radio has lost 48 per cent 
of its homes listening per minute. 


From a sets-in-use viewpoint, tele- 
vision continues to gain, radio con- 
tinues to lose. From March 1956 to 
March 1957, on a U.S. radio homes 
base, television has shown gains in 17 
of the 18 hours of the broadcast day 
from 6 a.m. to 12 midnight; the only 
loss was in the 10-to-11-a.m. segments, 
and that was only four-tenths of 1 per 
cent. Radio, in the same period, lost 
sets in use in every hour of the 18-hour 
broadcast day. These facts are of par- 
ticular interest since they relate di- 
rectly to the “resurgence” claims made 
by radio’s advocates. 

The up and down of the different 
television and radio homes reached per 
week is illustrated by a study of sta- 
tistics from March 1956 to March 
1957. 
Friday for an 18-hour broadcast day, 


In the daytime, Monday to 


television gained 5.4 per cent in the 
morning and 13.6 per cent in the 
afternoon, while radio lost 5 per cent 
in the morning and 4.8 per cent in 
the afternoon. In the evening, Sunday 
to Saturday, television gained 12.8 per 
cent in television homes viewing while 
radio lost 6.7 per cent. Totals for the 
week, figured on a Sunday to Saturday 
24-hour day basis, show television up 
12.7 per cent and radio down 2.4 per 
cent. 

Another interesting point in the TvB 
comparison of radio and television is 
the trend to “time spent” with the two 
media. Taking the period from 1949 
through 1956, television shows a gain 
from 24 minutes per home per day, 





radio in 1957 5.4 





Trend in homes reached per minute since 1950... 





television in 1950 0.9 million 





finds radio down 48 per cent 


Source: A. C. Nielsen 

















Sunday to Saturday, in 1949 to 4 hours 
and 28 minutes time spent in 1956. 
While radio, in the same period, drop- 
ped from 4 hours and 24 minutes spent 
in 1949 to 2 hours and 11 minutes in 
1956, a loss of 51 per cent. 

Time spent viewing television tops 
radio listening in the afternoon, eve- 
ning and late evening, but radio wins 
in the morning. Based on November- 
December 1956 data, average morning 
radio listening is 45 minutes, as com- 
pared to 25 minutes of television view- 
ing. In the afternoon, viewing comes to 
1 hour 13 minutes, as compared to 47 
minutes listening to radio. Evening 
viewing totals 2 hours and 34 minutes, 
as compared to 32 minutes listening to 
radio. Late-evéning viewing (after 12 
p-m.) averages 16 minutes and late 
listening 7 minutes. 


on U.S. radio homes. 

Taking the period from April 1956 
through March 1957, and comparing 
time spent with television with that 
spent in the same month in the previ- 
ous year, shows more time spent with 
television in all 12 months. 

Radio, on the other hand, over the 
same period and using the same 
method of comparison, shows a loss in 
time spent for each of the 12 months. 

Studying the attraction of the two 
media for all people and for women 
alone shows a preponderant lead for 
television. Taking the entire day in a 
January 1957 period, 12.1 million 
women watched television per average 
minute, while 5.9 million listened to 
radio. For the same period all people 
watching television per average minute 
came to 29.9 million, while only 10.4 
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potential television homes 


Television reaches more different homes per average day 


different radio homes reached 667% 31 million 









39.3 million 


in the average minute and 3.9 million 
listening to radio. The average number 
of people for tv amounted to 59.5 mil- 
lion, as compared to an 8.6 million 
average for radio. 

TvB made a number of interesting 
studies of the change that has come 
into the radio picture in relation to the 
number of network and independent 
stations. Studying Standard Rate and 
Data material, they found that the 
number of radio stations in 1951 was 
2,266, of which 1,216 were network 
and 1,050 were independents. This 
year the total number of stations has 
risen to 3,561, but the number of. net- 
work stations has actually dropped to 
1,179, while the number of independ- 
ents has risen to 2,382. The percentage 
relationships show that in 1951 54 per 
cent of all stations were network, while 


Although radio has more potential homes per average day... 


47.7 million 


a 


Source: A. C. Nielsen, March 1957 
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With U.S. radio homes as a base, 
November-December 1956 television 
viewing came to 4 hours 28 minutes, 
twice as much time as radio listening 
in the same period, which was 2 hours 
and 1] minutes. But when the audience 
was based on U.S. television homes, in- 
stead of radio homes, the time spent 
with television was three times that 
spent with radio, or 5 hours and 38 
minutes, as compared to 1 hour and 
53 minutes for radio. 

TvB’s calculations comparing radio 
and television have not taken advan- 
tage of this difference in base, although 
it would be greatly to television’s bene- 
fit. All of their comparisons were based 


million listened to radio. 

In the morning period alone radio 
outdistanced television. Women watch- 
ing television in the morning totaled 
4.6 million per average minute, while 
those listening to radio came to 7.7 
million. During the morning, television 
had 9.9 million viewers, while radio 
had 12.2 million listeners. The change 
came in the afternoon when 9.7 mil- 
lion women watch tv, as compared to 
6.2 million women listening to radio. 
The average-minute audience in the 
period was 20.2 million for television 
and 10.5 million for radio. 

In the evening, television forged far 
ahead, with 22 million women watching 
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today only 33 per cent are affiliated 
with one or more networks. 

In 1951 all radio stations, network 
affiliates and independents, had an au- 
dience of 9.7 million homes, while to- 
day that audience has dropped to 6.3 
million homes. 

The daytime audience of the network 
radio stations has declined as inde- 
pendents have attracted a bigger share. 
In 1951 network stations attracted 7.1 
million homes per average daytime 
minute, while independents attracted 
only 2.6 million homes. Today the net- 
work audience is 3.4 million homes, 
while the independents claim 2.9 mil- 
lion homes. Percentage-wise, network 
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stations now attract only 54 per cent 
of the audience, as compared with the 
73 per cent who were listening in 1951. 

It is interesting to note that whereas 
the percentage of U.S. radio homes 
tuning in at least once a week in the 
daytime in 1949 was more than 80 
per cent for each radio network, in 
1956 only about half of the radio 
homes tuned into network radio pro- 
gramming at least once a week. In the 
evening in 1956 only about a third of 
U.S. radio homes tuned network radio 
programming at least once a week. 

As a consequence, network radio 
ratings are down both day and night. 
In 1949 the average ratings of spon- 
sored network radio programs were 
7.7 in daytime and in 1957 the daytime 
average ratings are 2.2, down 71 per 
cent. At night average radio ratings in 
1949 amounted to 13.5, while today 
they are only 1.1, off 92 per cent. 

Comparing the homes owning radios 
and the homes reached by network 
radio programs over the period from 
1949 to 1957 shows that, while homes 
owning radios are up 19 per cent, the 
millions of homes reached by the aver- 
age network radio programs are down 
68 per cent in the daytime and 91 per 
cent in the evening. 


Few Car Radios in Use 


Car radios, one of the principal 
points stressed by radio’s supporters, 
are also covered in the TvB report. 
According to the A. C. Nielsen study of 
March 1956 for J. Walter Thompson, 
there are 35 million car radios. But in 
the morning there are only 1.4 million 
of these car radios in use per average 
quarter-hour. In the afternoon there 
are only 1.6 million and in the eve- 
ning there are only 1.2 million. 

The radio figures used by TvB in its 
comparisons include the effects of both 
in-home and out-of-home listening. 

Proving that the car-radio audience 
has little effect on the downward trend 
of the radio audience, a comparison of 
1949 and 1956 shows that in the morn- 
ing, Monday through Friday, homes 
reached are down 8 per cent, and when 
combined with car radios, the total 
homes and cars reached are up only 
4 per cent. In the afternoon the home 
audience is down 40 per cent, and 
when combined with cars listening in 
the afternoon, the total home-car 
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listening audience is still off 29 per 
cent. In the evening, seven days a week, 
the homes reached are down 68 per 
cent, and when combined with cars 
listening, are still down 61 per cent. 

Getting to the cost factor, TvB 
quotes a study by Printers’ Ink pub- 
lished June 7, 1957, which shows that 
while the cost of network radio is down 
11 per cent since 1953, the home-hours 
of use are off 28 per cent. As a result, 
the cost per million home-hours of use 
is up 24 per cent. 

At the same time, while the cost of 
network television is up 58 per cent, 
the home-hours of use are up 96 per 
cent, driving the cost per million home- 
hours of use down 19 per cent. 


Dollar Buys Less 


In spot, according to the same maga- 
zine, the cost of daytime spot radio is 
down 11 per cent, while the home- 
hours of use are down 16 per cent, 
making the cost per million home-hours 
of use increase 6 per cent. In spot tele- 
vision the cost is up 79 per cent, while 
the home-hours of use are up 96 per 
cent, making the cost per million home- 
hours of use down 9 per cent. 

In other words, the radio advertis- 
ing dollar today buys less than in 1953, 
while the tv dollar buys more. 

A psychological study made by 
J. Walter Thompson shows, says TvB, 
that people get 25 per cent of their 
knowledge through the ear, 65 per cent 
through the eye and 10 per cent 
through the other senses. Radio, it is 
pointed out, has only 25 per cent of 
this potential, while television offers 
90 per cent of it. 

Asking the question, “Do today’s 
radio audiences listen—or overhear? ,” 
TvB makes a point of the many dis- 
tractions confronting a housewife try- 
ing to listen while doing her work, or 
a man on the beach, sleeping or watch- 
ing bathing beauties while a portable 
plays beside him, or a man intent on 
driving through a maze of traffic while 
the radio is playing. 

Stressing the point that a few tele- 
vision commercials can do the work 
of many radio commercials, the Tele- 
vision Bureau points to two studies 
made by The Pulse, Inc. One, in 
Omaha in October 1956, to test radio 
was a campaign for the “Staten Island 
Ferry” and included 78 60-second 


radio commercials over a period of five 
days. They were broadcast from early 
morning to early evening and would 
have cost at least $430 if the commer- 
cials had been on the lowest-priced 
station in the market, while the cost 
would have been a good deal more if 
they were placed on any of the other 
stations or divided between outlets. 
Public awareness at the end of the 
campaign, The Pulse reported, was 19.1 
per cent. 

A television campaign to “Clean Up 
New York City” was staged in March 
1957 in Oklahoma City. Two 20-second 
tv commercials were used over a period 
of 20 hours. One was at 10 p.m. Satur- 
day, and one at 6 p.m. the following 
day. Cost of the campaign was $360, 
and public awareness, according to The 
Pulse, was 27.2 per cent. 

Another test for the two media was 
provided by a study made by The 
Pulse and concerned Hit Parade ciga- 
rettes. In the New York market the 
budget for radio was higher than that 
for tv, with 570 spots per week being 
used on radio and only 70 on televi- 
sion. Asked, “Have you tried Hit 
Parade cigarettes?.” 70 per cent who 
answered “yes” said they had bought 
after tv exposure, while 6 per cent 
bought after radio exposure. 

An Advertest- Research survey among 
prospective car purchasers in June 
1956 also gave television a big plus 
over radio. Asked, “In general, which 
type of advertising do you feel is most 
effective in selling automobiles?,” 
some 73 per cent mentioned television, 
while only 9 per cent mentioned an 
“all other” category which included 
radio (but not magazines or news- 
papers). Thus, radio was presumably 
something less than 9 per cent. 


Media Influence 


In an Institute for Motivational Re- 
search study in July 1955, housewives 
at check-out counters in supermarkets 
were asked: “Will you please sort these 
packages according to what influenced 
you to buy these products?” 49.9 per 
cent of the dollar sales were attributed 
by the housewives to television, as 
compared to 10 per cent to radio. 

Three surveys among car dealers all 
gave television a big preference over 
radio. One, by Advertest Research in 
June 1956, revealed that 59 per cent 
found tv “pre-sells best.” Radio re- 
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ceived something less than a 9-per-cent 
vote. Another survey by the Institute 
of Communications Research in March 
1954 showed that 50 per cent thought 
television sells cars better than any 
other medium, while 4 per cent picked 
radio. The third, by Trendex in June 
1956, showed 48 per cent of dealers 
thought television did the best job of 
bringing customers to their show- 
rooms, while only 3 per cent named 
radio. 

Surveys among other types of dealers 
are also quoted. In March 1954 the In- 
stitute of Communications Research 
asked the question: “Which type of 
advertising placed by the manufacturer 
helps you the most in selling advertised 
brands to your customers?” Of drug- 
gists questioned 75 per cent chose tele- 
vision, 6 per cent radio. Of grocers 72 
per cent picked tv and 1 per cent radio. 
Of gas dealers 64 per cent picked tv 


ONE SIDE OF RADIO... 


and 11 per cent radio, and among ap- 
pliance dealers 51 per cent selected 
television and 3 per cent radio. 

TvB has found that in 1950 national 
advertisers were spending $332 mil- 
lion in network and spot radio and 
$116 million in network and spot tele- 
vision. By 1956 the picture was re- 
versed to show only $215 million spent 
in radio, as compared to $985 million 
in television. 

Drug Trade News showed that in 
1956 drug, toiletries and sundries ad- 
vertisers invested nearly five times as 
much in television as radio. They spent 
$77 million in spot television, $142 
million in network for a total of $219 
million—more than 11 other media 
combined. Radio received $22 million 
in spot, $24 million in network, total- 
ing $46 million. 

Food and grocery advertisers, ac- 
cording to Food Field Reporter, in- 


vested more than four times as much 
in television as in radio in 1956. They 
spent $223 million in spot and $219 
million in network for a total of $442 
million. Spot radio got $69 million and 
network radio $41 million for a total 
of $110 million. 

Procter and Gamble, always one of 
the most coldly analytical of all the im- 
portant broadcast advertisers, was 
spending $18.4 million in network 
radio in 1950, according to PIB, and 
by 1955 had dropped to $8.2 million. 
Figures for 1956 are not available. In 
network television P&G was spending 
only $600,000 in 1950, but by 1955 the 
total had risen to $33.8 million. In 
1956 the P&G network television bill 
had risen to an estimated $43.5 mil- 
lion. Add to that the $17.5 million 
which TvB estimates the company spent 
in spot tv last year and the total for 
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AND THE OTHER 





Home radio sets...up 


Millions of homes listening down 


and time spent per day...down 





35 million car radios today 


Small fraction in use any time of day 
has little effect on downward 
trend of total audience 





Network and spot radio costs down 


Audiences down more than costs... 
result, dollar buys less 





Impact in heavy saturation campaigns 


A few tv commercials do work of 
many radio commercials... faster 





Advertisers looking at radio 


Advertisers investing bulk of their 
advertising dollars in television 
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Greyhound goes tv 


Coast-coast bus line 
turns to television in its 


battle for riders 


aa Sa 


5 en Greyhound Corp. may not be 
growing relatively as fast as its 
mascot Steverino, the pup that’s seen 
on the company’s segment of the Steve 
Allen show, but revenues and outlook 
have improved with new management 
and new agency. 

Like a good many other U. S. 
companies, Greyhound rolled along 
nicely in the early post-war years, 
hitting a revenue peak in 1953. Then 
came a earnings for 
the nation’s number-one 
city passenger carrier. 

New management and 
strategies — including promotional 
—have reversed the downhill slide. 

From the outside, Greyhound di- 
rectors, on the advice of consultants, 
brought in Arthur S. Genet as presi- 
dent. The 47-year-old executive 
joined Greyhound on Jan. 1, 1956. 
He had for nine years been vice 
president of Chesapeake & Ohio Rail- 
way. 

The railroad man turned bus ex- 
ecutive availed himself of the con- 
venience of air travel. For six weeks 
he toured headquarters of Grey- 
hound’s 10 operating companies in 
the U. S. 


sag in 
inter- 


fresh 
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to a brutal 
revamping of the corporation’s ex- 


He then settled down 


ecutive set-up. All supervisors were 
required to take aptitude tests. More 
than 250 were fired. 

The shakeup reached regional and 
divisional managers and was a blow 
to executive morale. But when the new 
filled 


ranks, sore feelings rapidly healed. 


president vacancies from the 

Since that first swift inspection tour 
and resultant sweep out, the 
president has continued to travel the 
Greyhound byways. He now does it in 
a specially designed Scenicruiser, the 


new 


GC-13. And he has instituted ex- 
pansion program: for the corpo- 
ration’s allied road _ services — 


the motel accommodations, the Rent- 
A-Car service, the Post House restau- 
rants, C. O. D. delivery and freight 
delivery. 

Still the big Greyhound push is for 
the business of getting passengers. 
As a spokesman put it in speaking of 
the new $5-million advertising ap- 
proach, “the whole thing is dedi- 
cated to filling the seats.” 

To _ this Greyhound in 


December 1956, a year after the new 


end, 


president joined the corporation, sev- 





ered its almost 30-year relationship 
with the Chicago agency, Beaumont 
& Holman. 

On March ‘1 of this year, Grey 
Advertising, New York, took over the 
account. Grey had begun its pitch for 
the billings plum the summer before. 

Before Grey, Greyhound’s adver- 
tising had been mostly in newspapers. 
Ads had traditionally pitched the time 
it took to get from here to there by 
bus and the low rates. 

After a thorough 
travel, the new agency came up with 


research into 
an advertising program calculated to 
give the corporation’s promotion a 
focus. 

Unveiled for division and corpor- 
Green Briar 
this spring, Grey’s campaign is aimed 


ation executives at the 


at the private-car owner. The slogan, 
with a jingle backing, is “It’s such 
a comfort to take the bus, and leave 
the driving to us.” 

Says Mr. Genet, “We thought it 
unwise to plan merely for the future 
without first knowing exactly where 
we wanted to go and precisely what 
we wanted to accomplish. As a result. 
before we committed specific plans 
to paper, we had the independent 


it 


n 


it 








Scenes from Greyhound’s pitch to the nation’s car owners. 


research organization of Elmo Roper 
& Associates make a nationwide survey 
of travel habits in the United States. 
When selling a product or service, 
the seller cannot know too much about 
his markets. 

The survey was made in August, 
the peak travel month, and the presi- 
dent says, “ ... It was revealing to 
learn that a great many people were 
not well informed of the advantages 
of bus travel and particularly of the 
service offered by our Scenicruisers 
and Highway Travelers (modern 
buses) . 

“We plan to implant more firmly 
in the public mind the enormous 
strides in comfort, in convenience, in 
speed and in safety offered by the 
modern Greyhound fleet.” 

This, of course, means wiping out 
the wartime memories many of the 
citizenry have regarding how hot, fit- 
ful, and gastronomically hideous a bus 
ride could be. Probably some of these 
memories were revived by Mr. Roper’s 
researchers. 

It’s too soon really to know, but 
either by coincidence or by exact de- 
sign, Greyhound’s operating revenues 


have increased 10 per cent since the 
new campaign started this spring. 

The media switch was as complete 
as the ad strategy. This year the 
company will spend $5 million in 
advertising, the same amount it spent 
a year ago. But instead of most of it 
going to newspapers, Greyhound is 
putting better than half the money 
into tv and radio. 

Right now heading for a million- 
dollar spot campaign, Greyhound 
started on the west coast early this 
spring, is now covering the nation 
during the top travel months. 

To start, the corporation cancelled 
existing schedules in almost all of its 
markets. The new campaign features 
13-week placements and consists of 
nighttime minutes, 20’s and ID’s. 

This will mean a doubling of spot 
expenditures this year over last. Ac- 
cording to the Television Bureau of 
Advertising, Greyhound spent $477,- 
000 in spot in 1956. 

Before the ‘56 spot campaign, the 
corporation’s tv was in network, and 
precious little of that. In 1953 the 
reported net expenditure was about 
$450,000. In °54 the budget for net- 
work was cut in half. It was dropped 


entirely in “55 and °56. 

The °53 and °54 budget was for 
Omnibus, which premiered in the fall 
of 53 on CBS-TV. Greyhound, faced 
with the problem of declining mili- 
tary traffic, was looking for new 
business from the public. The firm 
was also introducing the Scenicruisers. 

On the show, bus travel was pro- 
moted as convenient, comfortable and 
safe and at the same time cheaper 
than railroads and air travel. 

At the end of the second season 
of Omnibus, Greyhound found it was 
having trouble with deliveries on the 
Scenicruisers and cancelled out to con- 
centrate on local promotion. They had 
thought of returning in January of 
the °54-55 season, but the show was 
sold out. 

The purchase of a segment of the 
Steve Allen show, Sunday nights on 
NBC, is Greyhound’s re-entry into 
network. 

Until this year (and the spot cam- 
paign of last year), the vast majority 
of Greyhound’s ad money went to 
print, mainly newspapers. From ’51 
to °55, the newspaper budget ranged 
from a little over a million to a little 
under two million. During the same 
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period, between half a million and 
a million went to magazines. 

Since the trouble area for Grey- 
hound is getting people to ride buses, 
and with the big splash in tv focused 
fully on this problem, the corpo- 
‘ ration’s revenues have been steadily 
improving. 

Mr. Genet says Greyhound’s oper- 
ating revenues this year are expected 
to run about 10 per cent ahead of 
the $243,858,608 reported last year. 
The net income, he says, should be 
slightly better than in 1956. 

And during 1956, operating reve- 
nues, net profit and the number of 
stockholders increased over °55 in 
spite of higher operating expenses and 
taxes. 

For the year ended Dec. 31, 1956, 


Steve Allen and noted friends sell bus travel 


consolidated net income amounted to 
$13,853,623. This was equal, after 
preferred dividends, to $1.27 a share 
of common stock. 

This compares with net income of 
$12,923,277 for 1955, rendering on 
the same basis $1.18 a share of com- 
mon stock. 

For 1956, the operating revenues 
were $243,858,608, compared with 
$225,881,451 for the previous year. 

The increase of almost $18 million, 
according to the corporation presi- 
dent, reflects the full operation in 
1956 of Atlantic Greyhound Lines. 
The company had an 84-day strike 
in 1955. 

It also reflects a fare increase during 
the last six months of °56 and an in- 
crease of $3.1 million in charter and 


via the network. 


express revenues. 

The increase in charter revenues 
is due to some extent to the the newly 
inserted executives who were able to 
leap the aptitude hurdle set up by 
the new president. At the divisional 
level, there has been emphasis on 
personnel training, and salesmen have 
been hot after groups with the ad- 
vantages of charter-bus travel. 

Also Mr. Genet has urged divisional 
people to use their own initiative in 


promotion. In one division, a direct- 


mail campaign has promoted the 
better time of buses over air travel 
for business men. It points out the 
extra time and extra cost of travel 
from city center to airport and vice 
versa on certain big-city runs. 

As the president has put it for 














stockholders, “ ... the very back- 
bone of Greyhound’s program is the 
training and development of our em- 
ployes. In 1956 we inaugurated an 


extensive personnel development 
program throughout the Greyhound 
system, from the executive and 


management level through the ranks 
of the entire staff, ranging from 
supervisors to sales agents, from 
maintenance managers to safety di- 
rectors. We directed major at- 
tention to getting jobs to match indi- 
vidual qualifications, and vice versa. 
Until this had been done, it was im- 
possible for us to have an effective 
and an efficient operation.” 

Clearly, the promotion method of 
Greyhound was not the only decadent 
factor. 

In the way of material improve- 
ment, Greyhound’s new management 
has been equally vigorous. In 1956, 
a reported $20 million was laid out 
for new terminals and a general im- 
provement program. Contracts were 
also signed for $20 million in new 
Greyhound equipment. And action was 
taken on a continuing program of 
upgrading, renovating and creating 
attractive Greyhound Post 
House (restaurant) installations. 


modern, 


Expand Package Express 


In addition, the 
operations were expanded to give a 


package-express 


nationwide C. O. D. and collect-parcel 
service. The service previously had 
been offered by only five of the 12 
operating subsidiaries and divisions. 

Package express was also instigated 
with 16 scheduled airlines and two 
air-freight forwarders. 

The corporation also diversified in 
March of °56 with a Rent-A-Car 
service, specializing in the leasing of 
fleets of cars to industry. 

Mr. Genet expects that Rent-A-Car 
will eventually be a national function 
of Greyhound. This, of course, could 
lead to promotions, es- 
pecially at local levels. 

In November of °56, a pilot Grey- 
hound U-Drive-It station was es- 
tablished in the Cleveland terminal. 
It made passenger cars available to 
Greyhound riders and others on an 
individual rental basis (eight cents a 
mile and $8 a day). 

This was successful enough that 


extensive 

























Greyhound president Genet (left shaking hands) visits Wall Street in special 


Scenicruiser. 


Greyhound a few months later en- 


tered the field of car 
several locations around the country— 
New York, Chicago, Detroit, Miami, 
Washington, D. C., and Pittsburgh. 
All major cities will soon have them, 
according to 


renting in 


Greyhound expansion 
plans. 

At present, 60 to 80 per cent of the 
line’s with 
passengers. In the modernization pro- 


restaurant business is 
gram for Post Houses, the corporation 
is stressing brighter decor, and new 
facilities include street-entrance doors 


and windows to lure the general 
public. 
In 1956, Post House restaurant 


to more than $13 
million. With more volume off the 


sales amounted 


street, this should increase in years 
to come. There is also a substantial 
take from restaurant vending ma- 
chines, juke boxes and adjacent news- 
stands. 

Besides the emphasis on the extra 
road services, Greyhound is effecting 
a number of mergers that are meant 
to strengthen the corporation. 

These extra improvements 
come in good part from the nose-to- 


have 


the-ground travels of the president. 
With him on the field trips is Edgar 
A. Jones, recently appointed assistant 
to the president. 

Mr. Jones, who had been director 


of advertising and public relations, 
is now executive and administrative 
aide to the 


He’s been in the transportation indus- 


corporation president. 
try for 20 years. Before joining Grey- 
hound in January of 1956, he was 
editor and publisher of The Highway 
Traveler, a magazine. 

The team, sniffing along the Grey- 
hound trail, has given fairly sure indi- 
cations that bus travel is not finished. 





Edgar A. Jones, Assistant to President 
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How 
department stores 
use tv 


Nationwide NRDGA survey 


shows medium effective 


for special promotions and 


institutional advertising 





Random comments 
about television 
activities 


California 


“Tt is very difficult to measure re- 
sults of a purely institutional type of 
message. Our I.D. spots are used 
primarily to tell people about our sale 
—where it is—and when it is. Never- 
theless, we still feel that tv is impor- 
tant to us for these annual sales, 
and plan to continue using it in the 
future.” 


Georgia 


“This show is primarily a show of 
ladies’ ready-to-wear, but also includes 
men’s wear, children’s wear and gift 
items. It has served to draw into our 


store people whom we never reached 
by any other means—especially the 
woman who was a customer for better 
dresses. Tv affords us a coverage that 
is simply not available through news- 
paper, unless we used some 10 - 15 
different newspapers, some daily and 
some weekly.” 


Ohio 
“High Cost. Difficulty in local pro- 


gramming.” 


West Virginia 


“Very limited on our station which 
is uhf. Will be necessary in 5 - 10 
years to devote 25% of advertising 
budget, or more, to tv.” 


New York 


“Have not formed opinion—still 
testing.” 


he National Retail Dry Goods 

Assn. has just completed a survey 
of member department stores on tele- 
vision use. 

In answer to a mail questionnaire, 
stores throughout the country supplied 
a run-down of the why, how and when 
they use the air medium. 

Despite variety lines, practically all 
department store tv is beamed at 
women, concludes NRDGA. 

A wide range of techniques are used, 
however, in reaching the distaff viewer. 
Types of shows include the special 





Types of television programs 
and/or spot announcements 
Saturations for Sale 

Events 26.3% 
General Women’s Shows 14.0 
Item Spots 12.3 
Feature Films 8.8 
Co-op and Miscellaneous 

Shows 7.0 
Newscasts 7.0 
Shopping Shows 5.3 
Fashion Shows 5.3 
Institutional Spots 5.3 
Children’s Shows 3.5 
Sports 3.9 
Beauty Shows 1.7 











Ohio 


“Our most recent tv effort was pre- 
sented as a weekly, 15-minute fashion 
revue using three models and usually 
12 complete costume changes. Titled 
What's New in Fashion and commen- 
tated by , it was designed to 
acquaint people with our name, our 
three locations, our variety of price 
lines (i.e., breakdown our reputation 
for high prices) and our credit policies 
—all geared to present our story of 
prestige in fashion, fine quality and 
good value. While direct sales results 
were not always overwhelming, we feel 
we definitely achieved our primary 
purpose. At the conclusion of our series 
we offered a free cologne sample to 
our audience as a ‘thank you’ for their 
attention during our weekly series. Re- 
sults by mail, telephone, and give- 
aways at our counter were overwhelm- 
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Time of day 
Before 9:00 a. m. 2.2% 
9:00 a. m.—12:00 noon 6.7 
12:00 noon-3:00 p. m. 8.9 


3:00 p. m.—6:00 p. m. 17.8 
6:00 p. m.—9:00 p.m. —.20.0 
After 9:00 p. m. 22.2 


Various times, same day 22.2 











women’s show, shopping news, beauty 
programs, tips for expectant mothers, 
fashion shows and item advertising. 

When the stores do pitch the male 
audience, the survey reveals the use 
of newscasts and sports, primarily on 
Saturday. 

Overall, a survey breakdown in- 
dicates that spots (ID’s and chain 
breaks) are the favored tv promotions. 
More than 40 per cent of the respon- 
dents use them. 

Another 26.4 per cent have partici- 
pations in local shows. More than 30 
per cent have their own programs. 

Daytime tv accounts for more than 
35 per cent of department-store acti- 
vity. Early and late nighttime (the lat- 
ter mainly through use of feature films) 
account for more than 20 per cent 
each. 

In length of shows, five, 15 and 30- 


ing—far exceeding our highest expec- 
tations—indicating, we think, an 
enthusiastic viewing audience offering 
a fine potential for future sales.” 


Colorado 


“Important. We have been pioneer 
in this region on tv. Very good, es- 


pecially when color is _ available 
locally.” 
Mississippi 


“Like anything else, it depends on 
how intelligently it is used—and char- 
acter of the store.” 


Oregon 


“Apparently there is no ‘typical’ 
store. Some seem to make it work— 
others, such as ourselves, don’t. We 
have hopes, but not very specific ones.” 


minutes are the most popular periods, 
with about 75 per cent of the respon- 
dents going to those lengths. 
Monday, Wednesday and Thursday 
were the preferred days of the week 
for the store tv promotions. Tuesdays 
and Fridays were runners-up with a 
great slackoff over the weekend. 
Concerning store tv budgets, the 
NRDGA reports, “Naturally in a store 
sample which extends from the largest 
sized stores right down to stores do- 
ing well under $1 million—and located 
in large and small cities—television 
budgets will show tremendous varia- 
tions in size. For example, a store in 
one of the largest cities in the country 
spends $250,000 annually on its tele- 
vision time. On the other hand, one 


smaller-sized store in a_ small-sized 














Cost per week 
Total time and production 
Less than $50 19.5% 
$50—$100 14.6 
$100—$200 31.7 
$200—$300 9.8 
$300—$500 13 
$500—$1000 (P- 
$1000—$5000 1.9 
Over $5000 1.9 
Arkansas 


“Very good method to show mer- 
chandise—but competition from na- 
tional shows is rough.” 


Illinois 


“Vital in our trading area—due to 
size—competition—growth—cost _ of 
newspaper space.” 


Ohio 


“For our purpose, an excellent media 
for the presentation of live fashions 
—an opportunity to enhance our fash- 
ion prestige. With the coming of color 
—a new field will open up—vastly 
improving our opportunities in the 


fashion field. 
Arkansas 


“Too much time involved in prepar- 





Television production 
Show 
Produced by 
Own staff 17.8% 
Advertising agency 30.4 
Station personnel 21.8 
Commercial Copy 
Prepared by 
Own staff 57.1 
Advertising agency 30.6 
Station personnel 12.3 











has 


fashion show each week where its total 


southern city a complete live 
production time weekly is $12.50 and 
its time charges $62.50, making a total 
weekly cost of $75. This store, inci- 
dentally, uses store talent for modeling 
and one of its buyers as the commen- 
tator.” 

Similarly, the survey says, the per- 
centage of tv budget to the total store 
media budget shows wide variations. 
The range extends from minor use all 
the way to 65 per cent. 

Total outlays for respondents in tv 
amounted to less than $300 per week 
for 75 per cent of the reporting stores. 
But 10 per cent of the stores spend 


(Continued on page 49) 


ing original scripts—staging—produc- 
tion.” 


Pennsylvania 


“For two weeks preceding Easter. 
tv ad costs approximately 1.3% of 
sales, and 72% 
costs. Have not used tv long enough to 


of total advertising 


determine results over long run. Tenta- 
tively decided to use our current set- 
up for 2 out of next 3 week period.” 


Washington 


“As you note—tv is very new with 
us. Figures and facts are not available. 
The only thing worth mentioning is 
the fact that immediate sales in the 
department the next day reflect some 
additional sales impetus through use 
of our 15 minute show.” 


(Continued on page 48) 
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Afterthoughts on tv 


BY ROD SERLING 


Rod Serling’s Patterns presented twice on NBC-TV’s Kraft Theatre 

















Rod Serling is a writer born, bred and 
buttered in television. He sold his first 
script in 1950, but the following year, 
Mr. Serling bravely cast aside caution 
and a radio staff writer’s job to become 
a full-time free-lance television writer. 
During the past six years, Rod Serling 
has learned his craft and earned his 
due, artistically and financially, as a 
television writer. As proof, Rod Serling 
has put four of his scripts into a book 
called Patterns, which is also the title 
of one of the plays in the collection 
(and also his first “big hit”). The 
other shows are The Rack, Old Mc- 
Donald Had a Curve and Requiem for 
a Heavyweight. /t is hearsay to suggest 
that these dramas should be permanent- 
ly within eyeshot of anyone interested 
in the art and technique (and pleasure) 
of television writing. But Mr. Serling 
has, in addition, written a capacious 
introduction to the book, containing 
opinions and suggestions on many 
phases of television production that 
are as provocative as they are frank. 
TELEVISION AGE is grateful to Mr. Ser- 
ling and his publishers, Simon & 
Schuster, Inc., for permission to present 
a portion of the introduction in ad- 
vance of publication sometime in Sep- 
tember. 


elevision is a potpourri of good 
T things and bad, a medium of 
promise and intelligence and, at the 
same time, an electronic oatburner in 
the always-always land of cliche. 

On the negative side, here are some 
practices in television I feel strongly 
enough about to mention. For ex- 
ample, I find it shoddy and inexcus- 
able for dramatic shows to pick up 
their actors and actresses after the cur- 
tain in the so-called “star dressing 
room” and have them plug products. 
Whether or not their performances 
during the program were good, this is 
an absolute guarantee that they won't 
be remembered. All that remains is the 
memory of a gratuitous, phony pitch 
thrust in at the end. 

I am embarrassed when movie ac- 
tresses hired as “show hostesses” 
flounce into tacky living rooms on cer- 
tain dramatic film anthologies against 
a background of oversweet violins. The 
embarrassment becomes even more 
acute when they launch into a patently 








ridiculous reason for the plot of the 
show that night. For example: “We 
got a beautiful letter from a farm 
woman in Idaho telling us of the ro- 
mance of corn husking. It’s called She 
Found Romance While Corn Husking, 
and we'll bring you Act | after this 
important word to you ladies about 
protecting your hands.” I get a violent 
reaction to certain dramatic-show 
emcees who preface each act with a 
resume of what happened in the pre- 
vious act. I assume this is based on a 
belief that a one-minute commercial 
destroys memory and a recapitulation 
is necessary. But this carryover of 
the old soap-opera technique has no 
place in the theater, and there is no 
excuse for it on television. 

I hate most beer commercials, with 
the notable and refreshing exception 
of the Piel Bros. and the incomparable 
























































Bert and Harry. The majority of the 
cousin brews are littered with catch- 
words, slogans, and raucous singing 
jingles that dent the ears. Cigarette 
ads seem to be no less offensive on 
television. And the worst commercial 
of any, bar none, is the dramatized 
doctor-pitchman in a white medical 
coat who juggles test tubes and pon- 
derously exhorts you to do what his 
“patients” do. Perhaps this is the 
natural evolution of the old traveling 
snake-oil shows, but then, at least, 


the hucksters did sleight of hand 





CBS Television’s Playhouse 90 offered Requiem for a Heavyweight 





and a few buck-and-wings before 
launching into the pitch. 

Probably because I am a writer, | 
am acutely aware of the next televi- 
sion fault, which makes me wince 
whenever it is in evidence. This is 
simply what I| think of as the “oblique 
slant” of language or theme that is 
meant to be earthy, gutsy or tough. 
Since profanity is frowned on, the 
medium has devised its own compen- 
“Devil” 


“hell.” “Blast you” is the alternative 


satory language. replaces 


to “damn.” And for anything with 
more passion, the actor just bites his 
lips in soundless fury. | remember an 
emotional second-act curtain in a tele- 
vision play called The Strike, which | 
wrote for Studio One in June 1954. 
An Army officer is called upon to ask 
for an air strike on an area where he 


knows twenty of his own men are. The 






scene calls for him to throw a bottle 
against a map board and say that he’s 
just about to give the order to blow 
his own men to hell. It took exactly 
nine days to impress upon the legal 
department of CBS that in this given 
situation an officer wouldn't say 
“darn,” “shucks,” or “gosh.” To retain 
the one word took all the efforts of 
the program’s editor, Florence Britton, 
the producer, Felix Jackson, and the 
director, Frank Schaner, but finally 
we won our little semantic victory. 


(Continued on page 47) 
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Smile in the sales curve 
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t would seem that the animated 
Bestia characters from the land 
of the sky-blue waters are doing more 
for Hamm’s beer than winning tv--com- 
mercial popularity contests. 

Hamm’s sales have grown from 
1,150,000 annual barrels in 1951 to 
3,325,000 in 1956. 

The company’s relative standing 
among the nation’s brewers has ad- 
vanced from 15th to fifth in the last 
five years. 

It is now outsold only by Schlitz, 
Anheuser-Busch (including Budweiser, 
Busch-Bavarian and Michelob), Bal- 
lantine and Falstaff. 

In 1956 Hamm passed both Pabst 
and Liebmann (Rheingold) in the 
national sales ranking. That’s from 
seventh place to fifth place from °55 
to 56. 

As Hamm’s agency, 


Campbell- 
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Mithun, puts it, “To put a friendly 
smile in Hamm’s advertising, the use 
of animated commercials was begun in 
1952. The animation is combined with 
live-action photography. The photog- 
raphy adds mood and believability to 
the friendliness of the animation.” 

The smile in the Hamm commercials 
that the singing and selling animated 
animals provoke is a part of the beer 
company’s refreshment theme. 

Hamm was the first, says the agency, 
to sell the idea of refreshment. A 
mood that promises refreshment was 
created in the advertising through the 
visual device, Land of the Sky Blue 
Waters. 

This refreshment, the 
agency believes, has become the brand 
image or 


mood of 


brand personality for 
Hamm’s beer. And it is the universal 
joint that is applied to all advertising 


and other material that exposes the 
Hamm name to the public. 

The commercials have consistently 
been selected in polls of the most 
popular tv commercials in the country. 
In the monthly polling by the Ameri- 
can Research Bureau, Hamm’s has 
topped the list for May and June, the 
last two months of the survey. 

Piel’s ranked second. And the lead- 
ership of Piel and Hamm was partic- 
ularly noteworthy. Hamm’s commer- 
cials are seen by only a third of the 
nation, Piel’s only on the eastern sea- 
board. 

Hamm’s tv is seen in about 55 mar- 
kets from South Bend, Ind. to the 
west coast. The beer is sold in less 
than half of the 48 states. Yet it is the 
leading brand of beer in more individ- 
ual states than any other brand in the 
country. 
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The media strategy in television has 
generally been a plan of local buying 
on the premise that every market is a 
little bit different from the rest, says 
the agency. 

The company sponsors Person to 
Person on CBS-TV from Chicago west 
and supplements this alternate-week 
half-hour sponsorship with locally 
purchased programming and _ an- 
nouncements. 

Starting in October, Hamm is plac- 
ing with local stations in the middle 
west the syndicated Harbor Command 
film show starring Wendell Corey. 

Although tv is, according to Camp- 
bell-Mithun, the most spectacular ele- 
ment in Hamm’s advertising, the com- 
pany is one of the biggest users of 
billboards in the nation. The firm has 
won more awards in the last five years 
for outdoor posters than any other 


Cheerful animal cartoons 


help triple sales for Hamm’s Beer 


brewer. One of the 1956 posters was 
selected as the third grand-prize win- 
ner among all outdoor advertising in 
the country. It was only the second 
time in history that a beer advertiser 
had been so honored. 

Radio announcements and _ four- 
color spreads in Life magazine have 
also figured in the company’s ad suc- 
cess, says the agency. 

The growth of the company, accord- 
ing to the agency, is generally attrib- 
uted to three basic factors: excellent 
production; strong sales organization, 
from top management through dis- 
trict representatives through local 
wholesalers, and strong advertising. 

The brewery operates from two 
plants, one at St. Paul and the other at 
San Francisco. The west-coast plant 
was opened in 1954, and since that 
time the company has become the third 


in five years 










in sales in California and the leading 
brand in the metropolitan area of 
Los Angeles. 

Another west-coast plant is sched- 
uled to open in 1958. The company 
has taken over the facilities of the 
Rheingold Brewing Co. in Los Angeles. 
The New York brewery moved west a 
few years back and has had a rough 
go of it. 

The people mainly behind the suc- 
cessful Hamm tv advertising include 
Art Lund, vice president in charge of 
tv and radio at Campbell-Mithun 
(Minneapolis); Cleo Hovel, tv art 
director; Don Grawert, tv copy di- 
rector; Mort Henderson, Hamm’s 
creative director, and Jack Moran, ad 
manager of Hamm’s. 

Swift-Chaplin Productions produced 
the film commercials from storyboards 
created at Campbell-Mithun. 
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Latest Bell System control units 





speed accurate network switching 
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New Bell System control unit permits network 
switches to be set up and double-checked in advance. 








Network switches can be set up in 
advance and double-checked, thanks 


to new Bell System control units. 


Ten or 15 minutes before actual 
switching time, buttons representing 
incoming and outgoing circuits are 
punched on the control panel. Then, 
at the appointed split second, one 
master button is pushed and all 
switches are performed at once. 


The first new operating center 
utilizing the control unit began oper- 


BELL TELEPHONE SYSTEM 


ation in Chicago during the summer 
of 1956, followed by similar instal- 
lations in Los Angeles and New York. 
In the near future, operating centers 
will be added in Des Moines, Dallas 
and Washington, D. C. 


This development, which makes 
switching faster and more accurate, 
is another example of how the Bell 
System is constantly finding new and 
better ways to serve the broadcasting 
industry. 


Providing intercity channels for network radio and television throughout the nation 
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ROUNDUP OF NEWS 


Producers, Distributors 


ATLANTIC ACQUIRES RIGHTS 

Atlantic Television Corp. has ac- 
quired the syndication rights to 26 
episodes of the half-hour series Un- 
common Valor from RKO General 
Teleradio. This property, which has 
already played in 39 markets, will be 
Atlantic’s first half-hour syndication 
property. David Bader, the firm’s vice 
president, intends to suggest to stations 
that they use The Fighting Marines as 
an alternate title for the series. 


TELESTAR CHANGES 

The recently formed Telestar Films, 
Inc. has announced new appointments 
and new offices. Raymond L. Hamilton, 
formerly with Flamingo Films, has 
been made general sales manager. Wal- 
lace H. Lancton, who will make his 
headquarters in New York, will head 
the New England division. Managers 
and their offices are: Ken Rowswell, 
Dallas; Charles McGrego, Chicago; 
Ken Israel, Pittsburgh; Julian Lud- 
wig, Los Angeles; Bill McDonald, At- 


lania. 


COLOR SHOWS FOR HOUBIGANT 

MGM.-TV will produce 13 quarter- 
hour color shows for Houbigant Sales 
Corp. entitled How to Arrange 
Flowers. The firm, through its agency, 
Ellington & Co., New York, will place 
these programs on a spot basis in the 
spring of 1958. (See Spot Report this 
issue). In addition, the series will be 
re-edited into an hour color film for 
distribution to garden clubs and local 
organizations. 


SCREEN GEMS SALES 

Screen Gems, Inc. sold its Holly- 
wood Serial Parade package to WTRI 
Albany. The station is the 44th outlet 
to buy this group of 406 individual 
programs. The company also sold its 
entire syndication catalog on a five- 
year, multiple-run deal to WKXP-TV 
Lexington, a new uhf station coming 
on the air in the fall. The buy includes 
450 feature films, 135 westerns, 343 
half-hours, 679 serials and 390 car- 
toons. The package can supply the sta- 


On Film 


tion with over 1,460 hours of program- 
ming. A third sale of Screen Gems 
properties was made to WRGB-TV 
Schenectady which bought all three 
Parade packages of 195 feature films. 
These include 104 pictures in Holly- 
wood Movie Parade, 52 Hollywood 
Mystery Parade and 39 Hollywood 
Premiere Parade. 


TABAKIN HEADS NTA DIVISION 

Berne Tabakin, National Telefilm 
Associates, Inc. director of national 
sales, is now vice president in charge 
of the West Coast division. Mr. Taba- 
kin, who is also vice president of the 
NTA Film Network, will be responsi- 
ble for West Coast network sales as 
well. Cy Kaplan, who has been a sales 
executive at NTA for the past two 
years, has been named special assistant 


nd 
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BERNE TABAKIN 
to Harold Goldman, vice president in 





charge of sales. The firm has appointed 
another vice president, Edward M. 
Gray, to head a new division offering 
low-budget programs which is called 
Famous Films—Programs for Televi- 
sion. The new division’s catalogue in- 
cludes some 500 syndicated half-hour 
and quarter-hour shows and approxi- 
mately 200 feature films. 

NTA Film Network, Inc. has ap- 
pointed Harold Kovner, New York 
City business executive and a major 
investor in the firm, and Joseph H. 
Moskowitz, vice president of Twentieth 
Century-Fox Film Corp. to its board of 
directors, increasing the membership 
of the board to ten. 


OFFICIAL DISTRIBUTES 
Official Films, Inc. will distribute a 
new, 39-program film series called 


Decoy, for first-run syndication. The 
programs, based on case histories in- 
volving policewomen, is to be produced 
by Pyramid Productions and will be 
ready for telecasting in October. 
(Pyramid and Official have a similar 
setup for The Big Story.) Pre-produc- 
tion sales for Decoy totaling some 


$600,000 were made with wrerx New 


York, wvue Philadelphia, wen-tv 
Chicago, WBZ-TV Boston, KDKA-TV 
Pittsburgh, wric Hartford, Kyw-Tv 


Cleveland, KtTv Los Angeles, kp1x San 
Francisco and KING-Tv Seattle. 


UNITED ARTISTS SALES 

United Artists Corp. sold 26 of its 
current 52 features to wcss-tv New 
York on a limited-run basis over a 
three-year period. This package which 
was first offered in June of this year 
has been sold (all 52 pictures) to the 
following stations: WFAA-Tv Dallas, 
WBZ-TV wTic-tv Hartford 
WPST-TV Miami, wrop-tv Washington, 
wcau-Tv Philadelphia, KcMo-Tvy Kan- 
sas City, KNxT Los Angeles, KRON-TV 
San Francisco and KOMO-Tv Seattle. 


Boston, 


These releases are all post-1948 fea- 
tures, 32 were distributed theatrically 
in 1954 or later and 24 are in color. 


THRIFT WITH ABC FILM 


Walter L. Thrift has been added to 
the ABC Film Syndication sales staff, 
covering Virginia, West Virginia, 
North and South Carolina. Mr. Thrift, 
who will make his headquarters in 
Virginia Beach, was recently with 
Television Programs of America and, 
before that, a midwest representative 
of the Schmidt Lithography Co. of San 
Francisco. 


ABC FILM SYNDICATION, INC., 
sales: 

The Playhouse and Herald Playhouse: KBeEs- 
Tv Medford, Kcra-tv Sacramento, Bulova 
Watch Co., Key-Tv Santa Barbara, KXLY-TV 
Spokane, wectv Tallahassee, ckck Regina, 
Canada. 


GUILD FILMS CO., INC., sales: 
Kingdom of the Sea: wiw-a Atlanta, wer-TVv 
Buffalo, wcta Champaign, wsw-tv Cleveland, 
wWFBM-TV Indianapolis, woai-tv San Antonio, 
KTBS-Tv Shreveport, wspp-tv Toledo and 
wrc-tv Washington. 

INTERNATIONAL NEWS SERVICE 
sales: 

Telenews Daily Newsfilm: KENs-tvV San 
Antonio. Telenews This Week In Sports: 
KMID-Tv Midland, Tex. 


STERLING TV CO., INC. sales: 


Bowling Time: Kvat-tv Eugene, Ore; writt- 
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tv Milwaukee; wrex-tv Rockford; KDRO-T\ 
Sedalia. Cartoon Classics: wer-tv Buffalo. 
I'm The Law: KENsS-tV San Antonio. Jungle: 
WCKT Miami. Movie Museum: Walt Disney, 
Cal. The Big Moment: wrca-tv, New York. 


WINIK FILMS CORP. sales: 


Famous Fights: wtvN-tv Columbus, WEAR- 
TV Pensacola, KELO-Tv Sioux Falls. 


Suppliers. Services 
TELESTUDIOS STOCK OFFERED 
Telestudios Inc., organized in Feb- 
ruary 1956, has become a_ public 
corporation with an over-the-counter 
offering of 180,000 shares of class A 
capital stock. President of the com- 


pany is George K. Gould, who was a 


producer, director and technical direc- 
tor with CBS for 13 years. Telestudios 
plans to use the money from the 
stock offering to install Ampex video- 
tape recording equipment. It anticipates 
production of videotaped shows and 
commercials by next spring. 


ANIMATION NAMES GROSSMAN 

Glenn Grossman, formerly super- 
visor of the motion picture unit at 
Hughes Aircraft Co., has been ap- 
pointed production manager of Ani- 
mation Inc., Hollywood. Mr. Grossman 
was with Hughes for six years and 
before that was associated with the 

















































BRILLIANT 
PERFORMANCE 


In everything, there is one best 


you'll see © 


9 Fale Mal-r- tg 


in titm processing, it's Precision 





Stylized dance and set featured in 
Robert Lawrence spot for Kleenex 


Towels. 


George Pal Co., film producers. 


ROGER WADE APPOINTS 

Roger Wade Productions, Inc., New 
York, producers of tv and industrial 
motion pictures, has announced the 
appointments of three new executives. 
Bill Buckley, 


Buckley-Loomis Productions, has been 


former president of 


named production chief. Frank Furio, 
who previously served as tv art direc- 
tor of Quality Bakers of America, is 
appointed art director, and David C. 
Bigelow, formerly production manager 
for L. L. Loft Productions and vice 
president of R. C. Bigelow Co., be- 
comes production: coordinator. 


TRANSFILM PROMOTES 

John Cuddy, assistant production 
manager of Transfilm, Inc., New York, 
has been promoted to production 
manager of the animation department 
according to an announcement by 
Walter Lowendahl, executive vice presi- 
dent of the film company. Mr. Cuddy 
has been with Transfilm for two and 
a half years. 


SOUND MASTERS AGREEMENT 

Arrangements have been completed 
between Sound Masters Inc., and Film 
Editorial Service whereby the latter 
firm will perform all the editorial work 
for Sound Masters’ tv and industrial 
departments. Under the direction of 
Charles R. Senf, Film Editorial Serv- 
ice will occupy offices adjacent to 
Sound Masters at 165 W. 46th St. 

The announcement was made by 
Francis Carter Wood Jr., president of 
Sound Masters. Howard T. Magwood 
is vice president of the tv department 
and John H. Tobin holds a similar 
position with the industrial film unit. 
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Commercial Sales 


DYNAMIC FILMS, INC. 

Completed: AR. Winarick, Inc. (QED hair- 
grooming), KFC&C; Charles Antell, Inc. 
(hairspray), Paul Venze; Socony Mobil Oil 
Co. (Mobilgas), Compton. 


FILM CREATIONS 


Completed: Bourjois, Inc. (Evening in 
Paris) Gumbinner, Ford International Div. 
of Ford Motor Co. (English cars), direct; 
Park & Tilford (Tintex), Mogul; Chrysler 


Corp. (cars), McCann-Erickson; Hudson 
Pulp & Paper Corp. (Hudson napkins), 
NC&K. 


In Production: Whitehall Pharmacal Co. 
(Anacin), Bates; American Oil Co. (Amoco 
gas), Katz; Revlon Products Corp. (Silken 
Net), Mogul; Visiting Nurse Service, direct. 


FILMACK CORP. 


Completed: Jordan Motors (cars), Jack 
Brown; Dermott, Inc. (curl lotion), direct; 
Koenig Chevrolet (cars), Jerrol; Sealy Inc. 
(mattresses), Lang, Fisher & Stashower; Gil- 
bert Shoe Co. (shoes), Cye Landy; Lion 
Oil Co. (motor oil), Ridgway. 


JAMIESON FILM CO. 


Completed: Bunker Hill Foods (canned 
meats), Cargill & Wilson; Old Judge Coffee 
Co. (coffee), Hirsch, Tamm & Ullman; 
Southwestern Investment Corp. (loans), 
Couchman; Mercantile National Bank, Rat- 
cliffe. 

In Production: Borden Co. (ice cream), 
Tracy-Locke; Red Goose Shoes, D’Arcy; 
Sessions Co., Inc. (peanut oil), Crawford & 
Porter; Burrus Mill & Elevator Co. (flour), 
Tracy-Locke; Neuhoff (meats), C. Wendel 
Muench. 


KEITZ & HERNDON 


Completed: Deep Rock Oil Corp. (oil & 
gasoline), Lowe, Runkle; Derby Refining Co. 
(oil & gasoline), McCormick-Armstrong; 
Southern Union Gas Co., direct; National 
NuGrape Co. (Sun Crest & NuGrape), Liller, 
Neal & Battle. 

In Production: Cain’s Coffee Co., Lowe, 
Runkle; O. A. Sutton Corp. (Vornado air 
conditioners), Lago & Whitehead. 


ROBERT LAWRENCE 
PRODUCTIONS 


Completed: Kimberly-Clark Corp. (Delsey & 
Kleenex towels), FC&B; Johnson & Johnson 
(First Aid Cream), Y&R; Jacob Ruppert 
Brewing Co. (Knickerbocker beer), War- 
wick & Legler; Sterling Drug, Inc. (Ironized 
yeast), Thompson-Koch; Procter & Gamble 
Co. (Cascade, Blue Dot Duz), Compton; 
Bulova Watch Co. (electric razor), Mars- 
chalk & Pratt; American Can Co., Compton; 
Molson’s Brewery, Ltd. (Crown & Anchor 
Ricebeer) , Cockfield, Brown; Sterling Drug, 
Inc. (Fizrin), Compton; Simmons Co. (mat- 
tresses), Y&R; R. J. Reynolds Tobacco Co. 
(Winston), Esty; General Electric Co. 
(blankets), Y&R; Remington Rand, Inc. 
(Quiet-Riter typewriter) , Compton. 

In Production: Bissell Carpet Sweeper Co., 
Ayer; Hudson’s Bay Co. (Ft. Garry coffee), 
Cockfield, Brown; Proctor Electric Co. (irons 
& toasters), Weiss & Geller; American Can 
Co., Compton; Sweets Co. of America, Inc. 
(Tootsie Rolls), direct; O’Keefe’s, Inc. (ale 
beer), Comstock; Revlon, Inc. (Spray Mist), 
Mogul; Union Carbide & Carbon Co. (Pre- 
stone), Esty; Pfeiffer Brewing Co. (beer), 
Maxon; U. S. Treasury (savings bonds), Mc- 


Cann-Erickson; Reynolds Metals Co. (alumi- 
num wrap), Clinton E. Frank; Kimberly- 
Clark Corp. (Delsey), FC&B; Atlantic Re- 
fining Co. (gasoline), Ayer; Lehn & Fink 
Products Corp. (Tussy), Grey. 


JAMES A. LOVE PRODUCTIONS 
Completed: Westinghouse Electric Corp. 
(Atomic B, Working Women, Prodac), Mc- 
Cann-Erickson; Vick Chemical Co. (Vicks 
cough drops), Morse; Grumman Aircraft 
Engineering Corp. (Tiger), direct. 

In Production: Small Boat Handling, direct; 
Jamestown Exposition, direct; United States 
Air Force (Teaching by Guided Discussion) , 
direct; Commercial Solvents Corp. (Peak 
Anti-Freeze), F&S&R. 


MPO TELEVISION FILMS, INC. 


In Production: Chemstrand Corp. (Acrilan), 
Doyle Dane Bernbach; Toni Co., div. of 
Gillette Co. (Prom), North Adv.; Lever 
Bros. Co. (Lux soap, Lux Liquid, Rinso), 
JWT: S. C. Johnson & Son, Inc. (John- 
son’s wax), B&B; Lever Bros. Co. (Silver 
Dust), SSC&B; American Gas Assn. (manu- 
factured & natural gas), Lennen & Newell; 
Procter & Gamble Co. (Gleem), Compton. 


FRED A. NILES PRODUCTIONS, 
INC. 


Completed: Montgomery-Ward & Co. (Sale 
Back-to-school), direct; International Mill- 
ing (Robin Hood flour), Kastor; Carter Oil 
Co. (gasoline & oil), McCann-Erickson; 
Brunswick-Balke-Collander (bowling equip- 
ment), McCann-Erickson; Lion Oil Co. 
(gasoline), Ridgway; Carling Brewing Co. 
(Stag beer), Erwin, Wasey; Quaker Oats 
Co. (ready-to-eat cereals), Wherry, Baker & 
Tilden; Serta Associates, Inc. (mattresses), 
R&R; Life Research Corp. (food supple- 
ment), Robinson-Potter; Swift & Co. (ham), 
McCann-Erickson. 

In Production: Vienna Sausage Co. (franks 
& corned beef), H.M. Gross; Procter & 
Gamble Co. (American Family flakes), Kas- 
tor; U. S. Savings & Loan League (savings 
institutions), Adv. Div.; Carling Brewing 
Co. (Stag beer), Erwin, Wasey. 


RAY PATIN PRODUCTIONS, 
INC. 


In Production: Richfield Oil Corp. (Rich 
heat), Hixson & Jorgenson; Pharma-Craft 
Co. (Fresh Stick), JWT; Pillsbury Mills, 
Inc. (gingerbread & cookies), Burnett. 


PELICAN FILMS, INC. 


Completed: Ohio Oil Co. (Marathon gas), 
Ayer; Wildroot Co. (cream oil), BBDO; 
Bristol-Myers Co. (Mum Mist), DCS&S. 

In Production: Campbell Co. (soup), BBDO; 
Bristol-Myers Co. (Mum Mist), DCS&S; 
American Tobacco Co. (Lucky Strike), 
BBDO; Robert Hall Clothes, Sawdon. 


REID H. RAY FILM 
INDUSTRIES, INC. 


Completed: International Harvester Co. 
(trucks), direct; Minnesota Mining & Mfg. 
Co. (plastic tape), BBDO; Swift & Co. 
(margarine), direct; Deere & Co. (farm 
equipment), direct. 

In Production: Larsen Co. (food products), 
Campbell-Mithun; Scott-Atwater Mfg. Co. 
(outboard motors), BBDO; Jacob Schmidt 
Brewing Co. (beer), BBDO; Northwestern 
Bell Telephone Co. (long-distance dialing), 


BBDO. 


HAL ROACH STUDIOS 


Completed: Bulova Watch Co. (watches), 
McCann-Erickson; Hammond Organ Co. 
(chordorgan), Y&R. 

In Production: American Telephone & Tele- 
graph Co., Ayer; Bulova Watch Co. 
(watches), McCann-Erickson; General Mo- 
tors Corp., Kudner; Liebmann Breweries, 
Inc. (Rheingold beer), FC&B; Mars, Inc. 
(candy), Knox Reeves; SOS Co. (SOS, Tuf- 
fy), McCann-Erickson. 


SONG ADS, INC. 


Completed: Sears, Roebuck & Co., C&W; Los 
Angeles Chamber of Commerce (City Beauti- 
ful campaign), direct; Union Pacific Rail- 
road, Caples Co. 

In Production: Kraft Foods Co. (cottage 
cheese), JWT; Safeco Insurance Co., Cole & 
Weber; Fintex Clothes, Luckoff & Wayburn; 
Maryland Club Coffee, Tracy-Locke; Creo- 
mulsion Co., Tucker-Wayne; Kroger Co. 


(coffee), Ralph H. Jones. 


SOUND MASTERS, INC. 


Completed: Borden Co. (instant 
DCS&S; Procter & Gamble Co. 
Y&R. 

In Production: Borden Co. (instant coffee), 
DCS&S; Pontiac Motor Div. of General Mo- 
tors Corp. (Pontiac cars), MacManus, John 


& Adams. 


coffee). 
(Cheer). 


BILL STURM STUDIOS, INC. 


Completed: National Biscuit Co. (show open 
ing for Rin Tin Tin), K&E; Cadbury-Fry 
Ltd. (Caramello chocolate), Charles Hoyt: 
Coca Cola Co., McCann-Erickson. 

In Production: Niagara Mohawk Power Corp 
(service), BBDO; Association of Apple 
Growers (McIntosh apples), Hoyt; Ronson 
Corp. (assorted products), NC&K. 
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Completed: Sterling Breweries, Inc. (beer), 
Compton; Procter & Gamble Co. (Dreft), 
D-F-S; Procter & Gamble Co. (Prell), B&B; 
P. Ballantine & Sons (beer), Esty; Gunther 
Brewing Co. (beer), SSC&B. 

In Production: Best Foods, Inc. (H. O. 
Cereal), SSC&B; International Business Ma- 
chines Corp. (1BM machines), B&B; Smith 
Bros. (cough drops), SSC&B; Nehi Corp. 
(Royal Crown Cola), Compton; Procter & 
Gamble Co. (Joy), Burnett. 


LE ORA THOMPSON 
ASSOCIATES 


Completed: Pacific Telephone & Telegraph 
Co. (yellow pages), BBDO. 

In Production: E. I. Du Pont de Nemours 
& Co. (fashion color), BBDO; Schick, Inc. 
(razors), B&B. 


UPA PICTURES, INC. 


Completed: Piel Bros., Inc. (beer), Y&R; 
Coca-Cola Co., McCann-Erickson; Procter & 
Gamble Co. (Cheer), Y&R. 

In Production: Bristol-Myers, Inc. (Buffer- 
in), Y&R; Nestle Co. (Nescafe), Brvan 
Houston; Radio Corp. of America (RCA 
Sterophonic sound), K&E; Coca-Cola Ex- 
port Co. & Coca-Cola Co., McCann-Erickson: 
National Biscuit Co. (Nabisco cereals), 
K&E; Quality Bakers of America (Sun- 
beam bread), direct; Colgate- Palmolive Co. 
(Colgate toothpaste), Bates; Caloric Ap- 
pliance Corp. (ranges), R&R: Procter & 
Gamble Co. (Cheer), Y&R; Drackett Co. 
(Windex), Y&R: S. A. Schonbrunn & Co. 
(Savarin), FC&B. 


UNITED STATES 
PRODUCTIONS 


Completed: Bethlehem Steel Co. (steel prod- 
ucts), direct; Cities Service Oil Co. (gaso- 


line), Ellington; Famous Foods of Virginia 
(cookies), Hilton & Riggio; Chunky Choco- 
late Corp. (candy), Hilton & Riggio; Red-L 
Frozen Bem Hilton & Riggio; National 
Paper Corp. of Pa. (Swanee toilet tissue), 
Hilton & Riggio; Pan American World Air- 
ways (airline service), JWT. 

In Production: Quaker Oats Co. (Puss ’n 
Boots cat food), Lynn Baker; Cities Service 
Oil Co. (gasoline), Ellington; Pan American 
World Airways (airline service), JWT. 


UNIVERSAL PICTURES CO. TV 


Completed: Continental Oil Co. (Conoco gas 
& oil), B&B; Philip Morris & Co. (Parlia- 
ment), B&B; Procter & Gamble Co. (Prell), 
B&B; Chrysler Corp. (DeSoto), BBDO; 
American Tobacco Co. (Hit Parade, Lucky 
Strike), BBDO; Warner-Lambert, Inc. 
(Quick), SSC&B; Warner-Lambert, Inc. 
(Bromo-Seltzer), L&N; Colgate-Palmolive 
Co. (Lustre Creme, Deodorant soap), L&N; 
Procter & Gamble Co. (Lava, Camay); 
Burnett; Kellogg Co. (Sugar Pops), Burnett; 
Philip Morris & Co. (Marlboro), Burnett; 
Chrysler Corp. (Imperial), McCann-Erick- 
son; Ford Motor Co. (cars), JWT; Lever 
Bros. Co. (Lux), JWT; Chevrolet Motor Div. 
General Motors Corp., Delco Products Div. 
Ceneral Motors Corp., Campbell-Ewald; 
Mercury Div. of Ford Motor Co. (Mercury 
cars), K&E; Beech-Nut Packing Co. (baby 
food), K&E. 

In Production: Coca-Cola Co., McCann- 
Erickson; S. C. Johnson & Son, Inc. (Jubi- 
lee), B&B; Schick, Inc. (Lady Schick & 
Power shaver), B&B; Dodge Div. of Chrysler 
Corp. (Dodge cars), Grant; E. I. DuPont de 
Nemours & Co., Inc. (various products), 
BBDO; DeSoto Div. of Crysler Corp. (De- 
Soto cars), BBDO; Procter & Gamble Co. 
(Joy, Camay), Burnett; Union Oil of Cali- 
fornia (petroleum products), Y&R; Pepsi- 
Cola Co., K&E; U. S. Navy (moral leader- 
ship), direct; U. S. Army (recruiting), 


D-F-S; National Guard (recruiting), Robert 
Urr; Kellogg Co. (Corn Flakes), Burnett; 
Pillsbury Mulls, Inc. (cake flour), Burnett; 
Philip Morris & Co. (Marlboro), Burnett; 
American Health Studios (reducing gyms), 
Hays, Wooters & Troxell. 


VAN PRAAG PRODUCTIONS 


Completed: Mercury Div. of Ford Motor Ce. 
(Mercury cars), K&E; Bulova Watch Co. 
(watches), direct; Texas Co. (Texaco gaso- 
line), C&W; Chrysler Corp. (cars), Me- 
Cann-Erickson; Schick, Inc. (electric sha- 
vers), B&B; International Latex Corp. (Iso 
Aspirin), direct; D-X Sunray Oil Co. (D-X 
Boron), Potts-Woodbury; Chevrolet Motor, 
Div. of General Motors Corp. (Chevrolet 
cars), Campbell-Ewald; Eastern Air Lines, 
Fletcher D. Richards. 

In Production: Chrysler Div. of Chrysler 
Corp. (cars), MceCann-Erickson; Schick, Inc. 
(electric shavers), B&B; Mercury Div. of 
Ford Motor Co. (Mercury cars), K&E; 
Westinghouse Electric Corp. (tv sets), Me- 
Cann-Erickson; International Latex Corp. 
(Playtex, Iso aspirin), direct; Eastern Air 
Lines, Fletcher D. Richards; Dodge Div. of 
Chrysler Corp. (Dodge cars), Grant; Isetta 
(foreign car), Norman Gladney; D-X Sun- 
ray Oil Co. (D-X Boron), Potts-Woodbury. 


WONDSEL, CARLISLE & 
DUNPHY 

Completed: P. Lorillard Co. (Kent ciga- 
rettes), Y&R; Carac Corp., Donahue & Coe; 
Procter & Gamble Co. (Duncan Hines cake 
mix, Big Top peanut butter), Compton. 

In Production: National Biscuit Co. (Uneeda 
Instant fizz drink), Bates; American Home 
Foods, Inc. (Chef-Boy-Ar-Dee), Y&R; Gen- 
eral Electric Co. (autematic skillet & ap- 
pliances), Y&R; Borden Co. (milk & choco- 
late milk products), Y&R; Royal McBee 
Corp. (typewriter), Y&R; Standard Brands, 
Inc. (Chase & Sanborn instant coffee), Comp- 
ton. 





Source 


Book 


Over 300 case histories from every 
size market, demonstrating tv’s ability 
to sell. 


Product groups include: 


Bakeries and Bakery Products 
Dairies and Dairy Products 
Banks and Savings Institutions 
Dry Cleaners and Laundries 
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(@) Groceries and Supermarkets 
Furniture and Home Furnishings 
Home Building and Real Estate 
Jewelry Stores and Manufacturers 
Nurseries, Seed and Feed 
10. Hardware and Building Supplies 
11. Soft Drink Distributors 


* 12. Travel, Hotels, Resorts 
ories 13. Sporting Goods and Toys 
14. Drugs and Remedies 


15. Gasoline and Oil 
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Serling 


(Continued from page 39) 


And I remember Floss Britton coming 
back into the studio the day of the 
show, bussing me lightly on my flushed 
and excited cheek and saying, “We're 
in business, Roddy. We traded them 
two damns for the hell!” 

This is more specialized dislike, but 
very often the writer is called upon to 
pad a part to make it more palatable 
to a sought-after actor or actress. But 
this goes on all the time when a 
script is submitted by the writer and 
in turn sent over to the agency for the 
actors to read. These people owe their 
careers to exposure and the right kind 
of exposure, but many a good script 
has died a-borning because it has been 
constitutionally unable to withstand 
the onslaught of padding a role, or 
twisting a story line to change a char- 
acterization. In the miserably tight 
time framework of a television play, 
there is room for only so many lines 
and so much story. For every added 
line, one must be deleted, and it is this 
cycle of add and withdraw that does 
irreparable damage to a story. 


Things to Admire 


But there are a lot of things in the 
medium I write for that I like and 
admire. They are more than things 
really; they are people as well. I like 
most of the editors I’ve worked with. 
The editor is in the totally untenable 
position of acting as a catalyst in a 
weekly situation that involves the 
writer on one end and the advertising 
agency on the other. His is the constant 
hassle of passing on the agency’s fears 
to the writer with enough diplomatic 
finesse to keep the writer from cutting 
his throat. At the same time, the editor 
has to keep the script as. intact as 
possible without the agency’s yanking 
it off because of their fears. This latter 
action is not an everyday occurrence, 
but it does happen. One script of mine 
called The Bomb Fell on Thursday was 
cast and had one rehearsal, and the 
sets were ordered, when the agency 
yanked it because of a question of 
“taste.” Writers and editors together 
have to face up to one basic truth: the 
agency is all-powerful. It is extremely 
difficult to cross the Young and Rubi- 
cam! 


I also like the television directors. 


They are mostly a young lot. And if 
the reader has ever watched a tele- 
vision drama produced in a studio, he 
realizes the consummate talent re- 
quired of them. They must know act- 
ing and actors, sets and designs, light- 
ing and sounds, blocking and business, 
story and writer. And at that point 
where the legitimate-play director 
quietly steals off into the darkness in 
the rear of the theatre to entrust his 
work to the opening-night cast—this 
is when the television director works 
the hardest in the most trying, frenetic, 
inhuman tension imaginable. At this 
point he’s an obstetrician assisting at 
a birth, but he’s also nurse, anesthetist 
and general manager of the hospital. 
When it’s close to air time, and | 
happen to be on the set, | invariably 
break into a cold sweat, wondering 
how in God’s name this show will ever 
get on the road. Nerves, like the com- 
mon cold, are easily transmitted. I can 
remember one time on the Danger 
show when I was bodily removed from 
the set by John Frankenheimer (6'5”) 
because I was turning his actors’ sense 
of well-being into a shambles by gra- 
tuitously reminding them of their cues 
and stage directions. A couple of years 
later, on another show directed by 
John, he saw to it that I received a 
little gift just prior to air time. It was 
a beribboned box that on being opened 
revealed a neatly wrapped package of 
adhesive tape. 

I can’t say that I “like” television 
critics because I really don’t know 
many personally. But I respect them 
and I’m glad they’re around. Their 
presence is a tacit assertion that the 
television program is an art form that 
warrants and merits critical analysis. 
The function of the television critic is 
somewhat different from that of his 
counterparts who review movies and 
plays. The latter are, in a basic sense, 
previewers. Their writing is read to 
determine whether a movie or play is 
worth the price of admission and the 
inconvenience of getting there. The 
television critic analyzes a play or pro- 
gram that is already a fact. He can 
bring no one in, and discourage no 
one to keep away. His is a critique 
and not a preview. It’s a needle or a 
back-slap that can in no way affect 
whatever is in the record. My own 
feeling is that the television critic has 


one primary purpose. He’s there to 
needle and prod the industry into 
quality. He’s there as a reminder that 
nothing can be slipped by. His very 
presence sets up certain absolute stan- 
dards to be aimed at. His approval is 
solicited, his disapproval keenly felt 
and pondered. When Jack Gould or 
J. P. Shanley in the New York Times 
dislikes something, this precludes the 
possibility of a “smash,” and, con- 
versely, their benign approval is cause 
for celebration on the part of the 
writer and all concerned. In the case 
of my own Patterns, the demand for 
a repeat was generated by the critics 
and columnists. Jack Gould’s calling 
it“... one of those inspired moments 
that make the theatre the wonder that 
it is . . .” did more to make it a 
television legend than the thousands of 
letters sent in by viewers. Critics, in 
short, pack weight. As to the legiti- 
macy of the various analyses, this is 
not nearly so absolute as the standards 
the critic sets up for the industry he 
writes about. Ten different television 
critics will come up with ten different 
reactions to a given television play. 
Check the following box score, for ex- 
ample, as it applies to the critical 
reaction toward one of my shows on 
Studio One. 


Many-Sided Press 


Harry Harris, Philadelphia /n- 
quirer: “In The Arena on Studio 
One last night, Serling did much 
to regain his Patterns prestige.” 

Ernest Suier, Philadelphia News: 
“T doubt if anything quite as 
childish transpires as that de- 
picted in Rod Serling’s contribu- 
tion to Studio One last night. . .” 

BurTON RASCOE, syndicated colum- 
nist: “. . . an instructive, semi- 
documentary on the initiation of 
a new senator in Washington, with 
a salutary and agreeable sermon, 
implied rather than stated . . .” 

Jatk Rosensten, Hollywood Re- 
porter: “Rod Serling must have 
had to blast his way through the 
cobwebs with a blowtorch to get 
to the old trunk from which he 
resurrected The Arena. .. .” 

Dave KaurmMan, Daily 
“Chalk up another powerful tele- 


Variety: 
play for Rod Serling. This time 


he incisively explores the practice 
and moral climate of politics .. .” 
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Comment (Continued trom page 37) 


Pennsylvania 


“We have found television advertis- 
ing to be more productive in a general 
or institutional way than specifically 
on items, i.e., chairs advertised will sell 
some but sells our furniture depart- 
ment better and brings people in to 
buy. Since using television we have 
discontinued out-of-town newspapers 
and our out-of-town charge accounts 
have steadily increased—small items 
demonstrated on tv like some house- 
furnishing items, i.e., graters, brushes, 
etc. sold very well on unit sales. Di- 





Radio (Continued from page 31) 


the year reaches $61 million for tele- 
vision. 

The top-10 broadcasting agencies, 
listed by 
show an increase in television billings 
from $165 million in 1952 to $504 mil- 
lion in 1956, while the same agencies 


Broadcasting - Telecasting, 


show a decline in radio billings from 
$115 million to $69 million in the same 
period. 

Concluding its arguments TvB em- 
phasizes that any consideration of 
radio audiences should be based on 
current figures. Some material still in 
use or recently circulated has been 
based on radio-audience figures that 
date back as far as 1952. 

Summing up, the bureau points out 
the two sides to the evaluation of 
radio: 

1. Home sets and audiences. Home 
radio sets are up—but the millions of 
homes listening are down, and the time 
spent per day is down. 

2. Car sets and audiences. There are 
35 million car radios—but the small 
fraction in use any time of day has 
little effect on the downward trend of 
total audience. 

3. Costs. Network and spot radio 
costs are down—but audiences are 
down more than costs—result, dollar 
buys less. 

4. Impact. Heavy saturation cam- 
paigns—but a few tv commercials do 
the work of many radio commercials— 
faster. 

5. Billings. Advertisers are looking 
at radio—but advertisers are investing 
the bulk of their dollars in television. 
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rect response to this type of promo- 
tion is generally good.” 


California 


“We have found that the use of tv 
is best suited to demonstratable items 
such as small electric appliances, blan- 
kets, outdoor barbecues, etc. Have also 
had good success with such items as 
bed pillows, fancy pillows, comforters. 
We look for the immediate results. 
Often telephone orders on the same 
evening will be as high as three times 
the cost of the one-minute spot. Often 
we get cost down to 10% over a three- 
day period.” 


Massachusetts 


“Our tv time was an outgrowth of 


constant requests for interview time on 
tv to cover all types of store activities: 
special events, style shows, stylists from 
manufacturers, etc., table settings, new 
charge plans, home planning center. 
Where we have nothing of a current 
events nature we use new items of 
merchandise . . . . However, the prime 
purpose of our tv is not day-after sales 
results. Where they are forthcoming. of 


course, we are delighted to have them.” 


Georgia 
“Most useful form for us, especially 
in fashion goods.” “Requires great 


deal of time for adequate preparation.” 


Warner Expands 


More independents making theatrical films, more major studios 


making tv films—the current truism is pointed up in expansion plans 


at Warner Bros. 


The company has under way a $15-million tv-film production pro- 
gram. It includes a $1l-million building program to take care of new 


tv facilities. 


Scheduled for completion early next year is a new tv building. 
designed to provide complete executive, editing and projection facil- 











Warner Bros. tv building, scheduled for completion early next year. 


ities. The 135-by-240-foot two-story structure will have 26 office suites 
with 130 individual offices. It will also house 26 fully equipped film- 
editing rooms and four complete projection rooms. 

Also a part of the building program is the remodeling and con- 
version of three sound stages to meet advanced needs of tv production. 

Right now the company has in production four westerns for ABC- 
TV’s fall line-up: Cheyenne (starting its third year with star Clint 
Walker) ; Sugarfoot, full-hour adventure with Will Hutchins for alter- 
nate Tuesday exposure; Maverick, full-hour outdoor adventure film 
with James Garner, and Colt .45, a half-hour show of frontier fare. 

For Bell Telephone, Warner’s will produce a series of four one-hour 
color films on science for tv and schools. 
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Stores 


more than $1,000 a week. 

More than 60 per cent of the stores 
replied that they used commercials sup- 
plied by manufacturers occasionally. 
Seven per cent use them often. Close 
to 30 per cent said they never use 
furnished spots. 


(Continued from page 37) 


Still, close to 90 per cent answered 
that they would use more manufac- 
turers’ films if they were made avail- 
able, and 75 per cent said they would 
use slides furnished by companies. 

In 87.5 per cent of the responding 
stores, there is no separate department 
for handling tv advertising. Major ex- 
ecutives in tv policy are ad managers. 
general merchandise managers, presi- 
dents and sales promotion managers. 
In a few cases, buyers are called in. 

It is pointed out that titles vary from 
store to store, and with many small 
stores combining the position of sales 
promotion and ad manager, the two 
titles combined equal about a third of 
the executive sample. 


For Immediate Results 


Most stores, 51.3 per cent, use tv 
for immediate sales results. But a very 
close second, 48.7 per cent, say their 
tv objective is institutional advertising. 

As for future plans, 10.5 per cent 
of the stores said they would increase 
the tv budget. Fifty per cent said they 
would continue the same budget. Only 
2.6 per cent planned to curtail tv ex- 
penditures. A little over 35 per cent 
have not mapped the future. 

Says NRDGA, “The stores in the sur- 
vey were from large and small cities 
and included a wide variety of store- 
volume categories. In many cases. 
stores did not give complete answers to 
all questions. However, there was an 
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adequate reply on most of the sections 
of the questionnaire to arrive at con- 
clusive results. In some cases it was 
impractical to report exact findings. 
For example, it was not possible to re- 
port on an average weekly expenditure 
because the stations and cities, and 
therefore the time changes, show tre- 
mendous variations. 


“Of all the department stores re- 
sponding, 28.5 per cent indicated they 
are currently using tv advertising. This 
figure, however, should be approached 
with caution, since stores which are 
using television would naturally send 
in the questionnaire, while many stores 
which are not using tv would merely 
disregard it.” 
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Good Old Summertime at KDKA-TV 


KDKA-TV Pittsburgh is doing its best to assure one and all that, 
come rain or come shine, television receives the maximum of atten- 
tion this summer. 

Preparing their summer plans early in the year, general manager 
Jerome R. Reeves and promotion manager David N. Lewis kicked 
off a hard-hitting campaign in May when the WBC station hosted a 





At the KpKa-Tv barbecue are Bink Dannenbaum, sales manager of 
WBC; Harold C. Lund, WBC vice president in Pittsburgh; Perry 
Bascom, national radio sales manager for WBC, and Dave Partridge, 
advertising manager for WBC. 


pair of lavish calypso parties at New York’s Ambassador Hotel and 
followed those with a similar affair at the Ambassador East in Chicago 
a few days later. 

Highlights of the parties, attended by more than 1,500 clients and 
advertising representatives, were the first American appearance of 
the Esso Steel Calypso Band from Jamaica and a specially written 
calypso song extolling the virtues of KDKA-TV, titled Tee Vee is Dandy 
(and Kadey is First). 

Three weeks after the Windy City shindig, the station held a Ninth 
Annual Barbecue in Pittsburgh’s North Park for the benefit of local 
bigwigs, advertisers and advertising reps, more than 800 of whom 
showed up to do justice to a 950-pound steer and 500 chickens. The 
day-long picnic—10 a.m. through midnight—was highlighted by an 
outdoor stage show, a large array of gifts and the presence of Mayor 
David L. Lawrence. 

Capping the extensive promotional campaign was the mailing to 
all clients and agency personnel of a 22-page color brochure stressing 
the effectiveness and necessity of summer television and advising re- 
cipients not to give “your sales a vacation, they may never return.” 

Following the brochure, advertisers received a series of vacation 
postcards, mailed from London, Rome and Paris and containing the 
following message from general manager Reeves: “Making plans 
for the summer? This is a great place to spend it. But if you're look- 
ing for the greatest place to spend your advertising dollar, you can’t 
beat KDKA-TV in Pittsburgh. Best regards. Tad Reeves.” 
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News (Continued from page 25) 


ing session that would get the seal of 
approval of Dr. Peale. 

Says Grey Matter, “Despite all the 
groping and griping, the meeting is 
now a major tool of business.” 

The letter sets forth some reasons: 

1. The bigger the business the more 
need for a good communication. And 
the meeting can be a good form of 
organizaiionai communication. Not al- 
ways the best form for every type of 
problem, but the best for many types 
of problems. 

2. The meeting may not always be 
necessary for action, but it can be a 
mighty effective preparation for action. 

3. Ideas are often shaken loose by 
contact with other minds [enter Mr. 
Osborn, riding a white brainstorm]. 

4. In today’s age of specialization, 
the experience of a number of people, 
each well versed in his field, can best 
be pooled at meetings. 

5. Meetings often pry valuable ideas 
from the minds of the reticent. Many a 
good idea lurks in the “timid soul.” 


iS IT NECESSARY? (rey Matter next 
puts a stethoscope to the wall of the 
conference room and lists some symp- 
toms of the sick session: 

1. Too often the immediate reaction 
to any problem is, “Let’s have a meet- 
ing,” without thought as to whether a 
meeting is really necessary. 

2. The purpose of too many meet- 
ings is hazy. 

3. Too many people are asked to 
attend, and the choice of the partici- 
pants is haphazard. 

4. A terrific waste of executive time 
by lateness in starting meetings. 

5. If the agenda are prepared, not 
enough thought is given to them. 

6. Talk wanders off at tangents. 
Sometimes it gets so far away that by 
the time it’s brought back it’s time to 
adjourn. 

7. Time is dissipated by interrupters 

. the fellows who break in before 
the speaker has completed his thoughts. 

8. Participants never know what 
happened as the aftermath of the meet- 
ing. Result: a “so-what” attitude at the 
next meeting. 

9. Lower echelon executives inhib- 
ited from speaking up by presence of 
top brass. 
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10. Chronic hot-air dispensers grab 
too much of the time. 


MEDICAL ADVICE. “Fortunately,” 


‘ 


says Grey Matter, “some progress is be- 
ing made in developing a therapy for 
sick meetings. We have taken some of 
While 
they're not panaceas, they have re- 


duced the hazards of the huddle and 


increased the potency of pooled think- 


these medicines ourselves. 


ing.” 

And here are old Dr. Grey’s 10 spe- 
cifics for ailing meetings: 

1. The one or the many—ls a meet- 
ing necessary? There are many many 
instances where an individual with 
every channel of information available 
to him can reach a decision, carry out 
a program and produce better results 
than a group. 

2. Clear purpose—is the purpose of 
the meeting to produce ideas? Provide 
answers to a problem? Disseminate 
information to a group? “Sell” a de- 
cision of management to a group? A 
clear idea of the purpose will influence 
the preparation and action of those 
present. 

3. The magic five — Experiments 
made at Harvard and other universi- 
ties indicate that decision-making 
meetings are more effective in smaller 
groups. There is the greatest interplay 
of ideas in groups up to seven. Even 
number groups tend to split in the 
middle with high rates of disagree- 
ment. Groups of five have proved ex- 
perimentally to be most productive in 
reaching conclusions. 


4. Selectivity—Forget protocol [con- 
sidered by many agency men to be a 
short route to a long visit with rela- 
tives in Rye, New York]. Remember 
that time is cost. Invite only those who 
will be called upon to contribute and 
who can contribute. Others can be in- 
formed by a written resume of the con- 
clusions and decisions. If some of the 
participants are interested in only part 
of the agenda, dismiss them when the 
discussion moves to another subject. 

5. Spadework—The fruits of the 
meeting will be richer if the soil has 
been well cultivated. Background in- 
formation and clear statement of the 
problems should be distributed to par- 
ticipants sufficiently well in advance to 
allow time for absorption. 

6. Specifics—Agenda must be care- 
fully prepared and distributed in ad- 
vance. Don’t try to cover too much. 
You'll rarely make it. A few clearly- 
defined problems or areas will make 
meetings more productive. 

7. Leadership—aAs the size of the 
group increases there is the tendency 
for the discussion to center around one 
or two people. It is essential that 
leadership be exercised to prevent 
monopoly of time by a few individuals. 
Good leaders can also curb interrupters 
as well as prevent meetings from 
wandering. .. . 

8. Timing—Working to a time limit 
is of great value in making meetings 
more resultful. Research indicates that 
90 minutes is about as long as most 
meetings should last. . . . 

9. Communicate—While it doesn’t 
make sense to assemble a lot of people 
at a meeting just to listen, it does make 
a lot of sense for all people who will 
be involved in the follow-through to 
know what conclusions and decisions 
have been reached. A terse, concise 
summary is the answer. This must be 
prepared with skill. Eliminate “who 
said what.” Eliminate the chaff. Har- 
vest only the kernels which should 
come out of every good meeting. 

Concludes Grey Matter, “Decisions 
still are made mainly by individuals 
and not by a show of hands. But the 
growing size and complexities of to- 
day’s business have made the meeting 
a needed management tool. It has 
great worth when well used and can 
be a woeful waste when abused.” Ad- 
journed. 
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Washington Memo 


NEW COMMISSIONER. With the 
appointment of Frederick W. Ford as 
a member of the Federal Communica- 
tions Commission, the President has 
made an unusually popular appoint- 
ment. As former chief of the Hearing 
Division of the Broadcast Bureau and, 
before that, a member of the staff of 
the Office of General Counsel, Ford is 
well known among the legal fraternity 
of the broadcasting industry. Whoever 
knows him thinks highly of him. 

A highly personable West Virginian, 
who looks much younger than his 48 
years, Ford is in the best sense a gov- 
ernment career man. Aside from five 
years of practice in Clarksburg, W. Va., 
he has spent most of his adult life in 
government service—in the Air Force 
(he became a Major) during the war 
andein Washington before and since. 
All told, he has put in 14 years in vari- 
ous civilian government agencies, in- 
cluding six years with the FCC and 
four years with the Department of 
Justice where he has recently been As- 
sistant Deputy Attorney General. 


SENSE OF HUMOR. Those who have 
watched Ford during his years with 
the FCC remember him as a lawyer 
who worked hard and enjoyed his 
work and, while taking his assignments 
seriously, always maintained a sense 
of humor. When he was offered the 
assignment of Commission counsel in 
1950 in the G. A. Richards news-slant- 
ing case, he took it without hesitation 
although he would not have been 
criticized if he had turned down this 
“hot potato.” Ford went forth to Los 
Angeles to represent the government 
at the stormy hearings on this cele- 
brated case and held his ground against 
such formidable opposition as Hugh 
Fulton who was counsel to Richards. 
Unperturbed by the dramatics of the 
opposing counsel he handled the gov- 
ernment’s case patiently and method- 
ically and with dignity. 

Later, in 1952, he was assigned as 
chief counsel for the Commission in 
what was called the Paramount “pack- 
age” hearings which included the 
merger of ABC with United Paramount 
Theatres, the qualifications of Para- 


<n 


mount Pictures Corp. (in view of its 
anti-trust history) to hold tv licenses, 
and the issue of Paramount control 
over DuMont (by virtue of its 26% 
stock interest). 


HARD JOB. For a_ comparatively 
young government lawyer, this was a 
tough assignment but Ford approached 
it with eagerness and enthusiasm. 
Many important figures in the broad- 
casting and motion picture industries 
testified at the extensive hearings in 
this proceeding, among them Leonard 
Goldenson (then head of UPT), Rob- 
ert E. Kintner (then head of ABC), 
Allen B. DuMont, and Barney Balaban, 
head of Paramount. 

Ford organized a crew of young 
staffers to assist in the preparation of 
the government’s case and the examina- 
tion of witnesses. Much exploratory 
work had to be done, for this was es- 
sentially an investigatory proceeding to 
determine, among other things, whether 
a wedding of a theatre chain and a 
network would be in the public in- 
terest. One of the major questions on 
which testimony was taken was the 
relationship of feature films to tv pro- 
gramming. 

Looking back at these hearings, one 
thing stands out in Ford’s handling of 
the case: his unfailing fairness. This 
was true not only in the manner of 
questioning but also in his treatment 
of his staff which worked like a team. 
Had an observer not been aware he was 
chief counsel, he might not have known 
it. The work of examining witnesses 
was equally distributed, without regard 
to benefit of headlines. Ford performed 
just as any other of the group. 

With this background, it is no won- 
der that Ford’s appointment to the 
Commission is well received. One can 
expect that he will become an excellent 
Commissioner whose decisions will be 
objectively and independently deter- 
mined. 


CLEAN SLATE. Issuance of final de- 
cisions by the FCC in recent weeks on 
long-pending channel contests in Pitts- 
burgh and Seattle just about cleans up 
the backlog of applications for vhf 


(Continued on page 52) 











Memo (Continued from page 51) 


authorizations in top markets. Some 
half dozen contests now remain to be 
resolved—channel 11 in Toledo, O., 
channel 7 in Buffalo, channel 10 in 
Parma, Mich., channel 6 in Beaumont, 
Tex., channel 5 in Fort Smith, Ark., 
channel 9 in Hatfield, Ind. 

These, and a few scattered cases, are 
all that are left of the enormous accu- 
mulation of applications that faced the 
Commission when it lifted the long 
freeze on television in 1952. It was just 
five years ago that the agency began 
processing those applications, granting 
those which were uncontested (usually 
for uhf channels) and designating the 
others for competitive hearings accord- 
ing to a priority system based on need 
for service. 


UNSATISFACTORY. Despite efforts 
to expedite the hearings through stipu- 
lations and streamlined proceedings, it 
has become evident that this method 
of deciding competitive applications is 
far from satisfactory. It took nearly 
four years from the time hearings were 
ordered before the decision on Seattle 
was issued. The channel 4 case in 
Pittsburgh required more than three 
years and then only by a merger of ap- 


Color Service 
RCA has just published an aid 


for the color tv serviceman. 
Titled “Color Television Pict-O- 
Guide,” the 200-page volume pro- 
vides practical step-by-step in- 
struction in the _ installation, 
adjustment and servicing of color 
tv receivers. It was developed and 
prepared by John B. Meagher, 
RCA’s authority and lecturer on 
tv servicing. The idea behind the 
“Guide” is to ultimately increase 
the sale of color sets by making 





the serviceman more familiar 
with their operation. 








plicants. It is more than three years 
since hearings began on channel 7 in 
Buffalo and the decision is still some 
time away. The same is true for chan- 
nel 11 in Toledo and the examiner’s 
recommendation has not even been 
issued. 

However, the Commission will soon 
be starting a whole new series of hear- 
ings on competing applications for the 
new vhf channels assigned to New Or- 
leans, Miami, St. Louis, Norfolk, 
Beaumont-Port Arthur, Lake Charles- 
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Lafayette, Charleston, S. C., Duluth, 
Davenport-Rock Island-Moline, and a 
few other markets. 

It will be interesting to see how 
many of these contests go through with 
the hearings and how many are re- 
solved by mergers. 


Young Changes 


A number of key promotions and 
new appointments have been an- 
nounced by Adam Young, president 
of his own tv-radio station representa- 
tive firms. 

James F. O’Grady, who was recently 
transferred to Chicago from the New 
York office, has been elected vice presi- 
dent in charge of midwest sales acti- 
vity. Mr. O’Grady went to Chicago as 
midwest sales manager after serving 
as assistant sales manager in New 
York. William Crumley, vice president 
in charge of research at New York 
headquarters, has been appointed as- 
sistant to the president. Frank Boehm. 
formerly head of radio research, is 
elected vice president in charge of 
radio and television promotion and 
sales service. And Robert A. Burke has 
been prometed to the post of eastern 
sales manager. 

The sales staffs of the Young com- 
panies also have been augmented. 
Robert F. Richer has been transferred 
from New York to Chicago radio sales 
and William E. Miller has been newly 
appointed to the sales staff in the lat- 
ter city. One further addition is ex- 
pected to be announced soon. In New 
York, James P. Smith, formerly of 
Procter & Gamble, has joined the radio 
sales staff. And Barbara Witzell and 
Nick O'Neill heve joined the research 
team. 


Educators Film 


The 17th annual Educators Guide 
to Free Films has just been published. 
It contains a list of 3,880 films that 
are available on subjects ranging from 
aviation to agriculture. The manual 
costs $7 and includes a brief descrip- 
tion of the film and the source from 
which it can be obtained. Also avail- 
able is the Educators Guide to Free 
Slidefilms for $5. A copy of either can 
be bought from Educators Progress 
Service, Randolph, Wis. 
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A management executive whose prime duties are concerned with advertising and marketing, 
he is keenly interested in the sales power of advertising 

and its ability to move merchandise from the dealers’ shelves. 

His interests and responsibilities are typical of the 31,000 subscribers to Printers’ Ink, 

the magazine of information and ideas on advertising, selling, and marketing. 


What role does he play in the actual buying of advertising media or services for his company ? 
That question was asked of a representative cross-section of PI subscribers, 

by interviewers for Mills Shepard, Inc., Consultants in Research. 

The personal interview technique was used, 

and 500 completed interviews were tabulated. This report revealed that: 


75% of PI subscribers “make the advertising recommendations” 
49% of PI subscribers “make the final decisions” 


This is further confirmation of the fact that Printers’ Ink reaches the real Buyers of Advertising — 
both at the agency and advertiser level. 


These are the Men of Decision who must be sold on your medium, your product, your service. 


To influence the men who influence the decisions, 


Advertise in PRINTERS’ INK 
the magazine of advertising, selling, marketing. 


205 East 42nd Street, New York 17, New York * Atlanta, Boston, Chicago, London, Los Angeles, Philadelphia, San Francisco 
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TELEVISION AGE 


A welcome pickup in the fail spot 
picture is the activity along the syndi- 
cated film front. From all indications 
more films are going sponsoring than 
ever before at this time of year. Cer- 
tainly there seems to be more buying 
for a September or October start 
this August than there was the same 
month last year. Some mentioned in 
this month’s spot report as already 
committed for half-hour series are 
Clairol, Inc. which has Honeymooners, 
in as yet an undetermined number of 
markets, Corn Products Refining Co.’s 
Bosco with Annie Oakley in a mini- 
mum of 62 markets and C. Schmidt 
& Sons, Inc. with State Trooper in 
five markets. In addition Quaker City 
Chocolate and Confectionery Co. will 
be running several half-hour series in 
at least eight markets. Texas State 
Optical is using syndicated films in 
12 markets and United Vintners, Inc. 
expects to place film programs in one 
or more of its Pennsylvania markets. 
Then there are advertisers such as 
Bon Ami Co., Flav-R-Straws, Inc. and 
Welch Grape Juice Co. who are con- 
sidering syndicated buys. 

In several instances, notably the 
Quaker City Chocolate buy, these films 
will be bought directly from the sta- 
tion. Others, of course, such as Bosco’s 
Annie Oakley purchase, were from 
syndicator to advertiser to station. 
However these sales are arrived at, 


August 12, 1957 


a review of 
current activity 
in national 
spot tv 


the net results are the same: sponsor- 
ship. 

This month’s spot activity also points 
up another source of business. That 
is the trade association. For instance, 
The Producer’s Council, Inc. and The 
Hat Institute are both urging mem- 
bers to avail themselves of special 
tv spot activity. But The Producer’s 
Council is going further in this en- 
deavor than most. This association 
of nearly 200 building material and 
equipment producers is assessing its 
members in order to make at least 
26 five-minute documentary films. 
These films will be distributed free to 
stations. But the Council does not 
expect its members to stop there, it 
will urge them to buy time around 
these films. 





Charlotte Corbett, timebuyer at Dona- 
hue & Coe, Inc., New York, handles 
Corn Products Refining Co.’s Bosco. 





REPORT 


AMERICAN TOBACCO CO. 
(Lawrence C. Gumbinner Advertising, 
Inc., N. Y.) 


There will be TAREYTON schedules getting 
underway in mid-August in New York, 
Philadelphia, Detroit, Chicago, Dallas-Ft. 
Worth, Los Angeles and San Francisco. 
These are set for 13 weeks and consist of 
day and night minutes and 20’s with 

a frequency of 10-12 a week. Tessa Allen 

is the timebuyer. 


AVON PRODUCTS, INC. 
(Monroe F. Dreher, Inc., N. Y.) 


As predicted in June 17 Spot Report, 

this firm is coming through with a big fall 
13-week tv spot splurge. It will be bigger 
even than the 60-market campaign used 

last year. The schedules will start the first 
week in September and consist of day and 
night minutes and 20’s. Rudy Klagstad, 
media director, is the contact. 


BARDAHL OIL CO. OF 
NEW YORK 


(Riedl & Freede, Inc., Clifton, N. J.) 


The agency has just taken on this account, 
covering the metropolitan New York area. 
Bardahl is running spots on seven shows 

a week over WABD New York, with the 
intention of keeping on indefinitely. 
Robert J. Guthrie, media director, is the 
timebuyer. 


BON AMI CO. 

(Ruthrauff & Ryan, Inc., N. Y.) 

At presstime there were no final decisions 
made on which media would be used for 
the fall campaign and how much of each. 
However, it is confidently expected that spot 
tv will be getting a share. Still to be 
settled is whether the company will be 
placing half-hour film series or schedules of 
announcements or both. Mary Dowling 

is the timebuyer. 
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MOST 





The most-quoted publication in its field! TELE- 
VISION AGE features and articles have been 
quoted by more than 343 leading newspapers and 
national magazines, whose combined circulation 
exceeds 40 million. 


Another demonstration of the TELEVISION 
AGE editorial vitality, this proves TELEVISION 
AGE to be the number-one source book serving 
the tv business. 
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THE BORDEN CO. 

(Doherty, Clifford, Steers & 
Shenfield, Inc., N. Y.) 

INSTANT COFFEE spots have been started 


in Florida markets and more activity in 
other, as yet undisclosed, areas is expected. 
Jim Frankenberry is the timebuyer. 


BRISTOL-MYERS CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


The company has bought some schedules 
for BAN in addition to its fill-ins of the 
Instant Maxwell House spots. These buys are 
in Houston, Jacksonville and Seattle. 

Also, the company has made placements in 
four markets for TRIG, a new men’s 
deodorant. Ed Fleri is the timebuyer. 


CHELSEA FAN & BLOWER CO. 
(Cayton, Inc., N. Y.) 


Put this advertiser down for tv spot activity 
around May 1958. At that time, this maker 
of window, kitchen, ventilating and attic 
fans, intends to run a three-month spot 
campaign in many markets throughout the 
country. It will place both live and film 
minutes in local personality shows. 
Charles Dunn is the contact. 


CHURCH & DWIGHT CO., INC. 
(Brooke, Smith, French & Dorrance, 
Inc., N. Y.) 


The company is considering placements for 


the fall for its ARM AND HAMMER 





Operation Bow Tie 

A sharp rise in uhf viewing is 
anticipated in the next few weeks 
by wLpBrR-tv Lebanon-Lancaster, 
Pa., as a result of a special pro- 
motion, “Operation Bow-Tie.” 
With the support of six major 
set manufacturers and their deal- 
ers and distributors, WLBR-TV has 
launched a campaign to convert 
thousands of vhf homes to uhf. 
Promotion includes a contest with 
entry blanks distributed in the 
various stores. The rules call for 
a registrant to complete the state- 
ment “I want a bow-tie in Lan- 
caster because . . . ” Winners 
will be announced after the clos- 
ing of the contest on Oct. 30. 
Prizes include a $5,000 Esther 
Williams swimming pool; eight 
weeks of all-expense vacations at 
the Chalfonte-Haddon Hall in At- 
lantic City; $10,000 worth of 
portable all-channel iv sets; 130 
uhf converters installed free with 
bow-tie antennas, and 1,300 silver 
dollars. WLBR-TV is owned by the 
Radio and Television Division of 
Triangle Publications, Inc. 











58 August 12, 1957, Television Age 





RICHARD C. WRIGHT, formerly 
program-operations director for wJw- 
tv Cleveland, has been appointed 
media supervisor of Batten, Barton, 
Durstine & Osborn, Inc., New York. 
Mr. Wright joined wsw-tv in 1949 
after five years with Ward Wheelock 
Co., Philadelphia, where he was media 
director. 


ALLEN SLOAN, timebuyer at Ted 
Bates & Co., New York, on Carter 
Products, has joined Harrington, 
Righter & Parsons, Inc., tv station 
representatives, as an account execu- 
tive. GREG SULLIVAN, who has 
been with the Bates agency, will suc- 
ceed him. 


GERALD T. ARTHUR, media di- 
rector in the New York office of Fuller 
& Smith & Ross, Inc., has been elected 
a vice president. Mr. Arthur joined 
the agency in 1953 as a media buyer 
and a year later was named director. 





Personals 


ALICE WOLF, formerly timebuyer 
at Grey Advertising, Inc., New York, 





has joined Burke Dowling Adams, 
Inc., that city, in a similar capacity. 


JERRY SACHS, timebuyer at Doyle 
Dane Bernbach, Inc., New York, will 
do the buying for the newly-acquired 
Glim account. 








WASHING SODA. Last spring there was 
a campaign for the product in New York, 
Boston, Philadelphia, Chicago and West 
Coast markets. H. E. Pengel, vice president, 
is the contact. 


CLAIROL, INC. 
(Foote, Cone & Belding, N. Y.) 


As predicted in June 17 Spot Report the 
company has come up with a half-hour 
syndicated show, Honeymooners, from CBS 
Television Film Sales. It will sponsor 

the series in the fall on alternating weeks 
and the number of markets depends on 
availabilities in the company’s markets. 
Penny Simmons is the timebuyer. 


COLUMBIA RECORDS 
(McCann-Erickson, Inc., N. Y.) 
Columbia is placing six-week schedules 
beginning in September on CBS o&o stations. 
These will consist mostly of minutes and 
have a frequency of from seven to 12 

a week. Tom Hollingshead is the timebuyer. 


COLUMBIA RIVER PACKERS 
ASSOCIATION 

(Richard K. Manoff, Inc., N. Y.) 

The Fall schedules for BUMBLE BEE TUNA 
will start in mid-September in about 20 
markets. The placements will consist of 
minutes only in day and fringe night times. 
Lee Oakes, media director, is the timebuyer. 


COMMERCIAL SOLVENTS 
(Fuller & Smith & Ross, Inc., N. Y.) 


For its NORWAY and PEAKE anti-freeze 
the company will initiate a spot campaign 
in mid-September. This will be placed in 
about 50 markets and run for six weeks. 
Minutes and 20’s will be used. Bernard G. 


Rasmussen is the timebuyer. 


CORN PRODUCTS REFINING 
co. 
(Donahue & Coe, Inc., N. Y.) 


For BOSCO the company has bought 
alternate-week sponsorship of the CBS 
Television Film Sales series Annie Oakley 
in at least 62 markets to start in October. 
The complete market setup is still being 
worked on. In addition, the client might be 
using announcement schedules in other 
markets. Charlotte Corbett is the timebuyer. 


DALE DANCE STUDIOS 


(Warren, Jackson & Delaney, Inc., 
NZ.) 


This firm is right now in the process of 
creating a new commercial which it will 
place in the early fall in New York, 
Washington, Miami, Philadelphia, Chicago, 
Kansas City and San Francisco. It also 
intends to go into other major markets such 
as Boston, Baltimore, Detroit and Los 
Angeles. Steve Jackson, partner and tv 
director, is the contact. 


FELS & CO. 
(Aitken-Kynett Co., Philadelphia) 


The company is running schedules now in 
Baltimore and will be picking up placements 
in Portland, Ore., Spokane and Philadelphia 
shortly. More activity is expected later in 
the fall. It is using package plans of minutes 
and 20’s. Alan Bobbe is the timebuyer. 


J. H. FILBERT, INC. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


For its margarine this company is looking 
for availabilities to begin in September. 
Tom O’Dea is the timebuyer. 
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FLAV-R-STRAWS, INC. 
(Ruthrauff & Ryan, Inc., N. Y.) 


The only things definite about this adver- 
tiser’s fall tv spot campaign are that it will 
start Sept. 9 and it will be a big one. 

The company is mulling over half-hour 
film series as well as announcement 
schedules. It may wind up using films in 
some markets, announcements in others. 
Al Sessions is the timebuyer. 


FORD MOTOR CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


A Ford Institutional campaign will get 
underway at the end of August in 50 of the 
top markets. Schedules will consist of AA 
20’s and anywhere from five to 10 per week 
will run for five or six weeks. There is a 
probability that these will be renewed. 

And it is also expected that copy for Ford’s 
new EDSEL will be used on these 
announcements. Lou Kennedy is the time- 
buyer. 


GENERAL MILLS, INC. 


(Knox Reeves Advertising, Inc., 
Minneapolis) 

Looking to place schedules for WHEATIES 
in selected markets. This will be a short, 
three- or four-week effort beginning at the 
end of August or early September. The 
company is seeking to buy night minutes and 
20’s. Wendell Eastling is the timebuyer. 


GROVE LABORATORIES, INC. 
(Cohen & Aleshire, Inc., N. Y.) 


The company is setting up tv spot schedules 
of minutes to get started in early October. 
These will run for 20 weeks on more than 
80 stations, with an average weekly 
frequency of five. Beth Black is the time- 
buyer. 


HADACOL, INC. 
(Olian & Bronner, Inc., Chicago) 


The company was recently taken over by 
Jerome S. Garland & Associates, Chicago, and 
this agency has also just taken over the 
account in southern markets. New SUPER 
HADACOL is being introduced using some 
tv spot as well as radio and newspaper. 

Kay Kennelly is the timebuyer. 





Baldwin Honored 


William M. Baldwin, co- 
founder and chairman of the 
board of Baldwin, Bowers & 
Strachan, Inc., Buffalo, has been 
elected to the board of directors 
of the Rumrill Co., upstate New 
York agency. BB&S is a division 
of Rumrill, employee-owned or- 
ganization with offices in Buffalo, 
Utica and Rochester. BB&S 
merged with Rumrill last Jan- 
uary. 
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in selling—through television 


If you are interested in how different types of advertisers have usea 
television successfully you are interested in the TELEVISION AGE series 


of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into his 
advertising problems, then tells how these problems have been 
answered through television. Each case history is factual and com- 


plete. Each article includes dozens of actual television success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. Just 


fill out the coupon below. 


Reader’s Service 
Television Age 
444 Madison Avenue, New York 22, N. Y. 
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THE HAT INSTITUTE 

(Arndt, Preston, Chapin, Lamb & 
Keen, Philadelphia) 

This organization is promoting a new fall 
1957 hat style called the Tela-Pinch and 
using the slogan, “Shape of the Season.” 
One of the methods the Institute is 
recommending to retailers is the use of 
station breaks, and it has prepared copy for 
these. This campaign will reach its climax 
the week of Sept. 9. W. P. Reed is the 


agency contact. 


HOUBIGANT SALES CORP. 
(Ellington & Co., N. Y.) 


This firm is starting to make color films 








William J. Scripps Assoc. 
Telec ication Consultants 
1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 

















LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
22 E. 56th St., New York City 










New Weston 


MADISON AT 50TH 


English Lounge 
Meeting place 
of. show business 


So clove at hand, 
So 


Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence, 

Ideal headquarters. 


Berkshire 


MADISON AT 52ND 
Barberry Room 
‘Where the celebrities 
go after theatre 
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Golf Tourney 


New England’s biggest golf 
tournament, the Insurance City 
Open, will be sponsored for the 
third consecutive year on WHCT 
Hartford by the Connecticut Bank 
& Trust Co. 

The five-day tourney, Aug. 28 
through Sept. 1, is backed by all 
major insurance companies in 
Hartford and conducted by the 
Junior Chamber of Commerce. 

Previous year’s winners give 
an indication of the name golfers 
that compete. They include Sam- 
my Snead, Tommy Bolt, Bob 
Toski and Ted Kroll. 











which it will use in the spring of 1958. _ 
These 15-minute shows will be placed in 
11 markets and if it goes over well in these 
the list will be extended. Dan Kane is the 
timebuyer. 


HUDSON PULP & PAPER CORP. 
(Norman, Craig & Kummel, Inc., 
N. Y.) 


Hudson has a commitment to use time 
bought before this agency took on account 
on wess-tv New York. No further tv 
activity known at this time. But firm’s 
fiscal year starts in September. Jeanne 
Sullivan is the timebuyer. 


INTERNATIONAL BUSINESS 
MACHINES CORP. 

(Benton & Bowles, Inc., N. Y.) 

The company is currently only using spot 

in Los Angeles. There is no definite word on 
immediate future plans for any more _ 
activity, but the firm is makin commercials 
which indicates that more spot may be 
coming up. Sam Haven is the timebuyer. 


JUNKET BRAND FOODS 
DIVISION 

(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


Expects to get going after Labor Day for 
26 weeks in and around kid shows in about 
a dozen markets. Steve Suren is the time- 
buyer. 


KRAFT FOODS CO. 

(Needham, Louis & Brorby, Inc., 
Chicago) 

The company has expanded its distribution 
of its MIRACLE WHIP margarine. It is 
planning, at the same time, advertising 
campaigns in these markets—some seven 
in the south and southwest—using tv spot, 
radio and print. Don De Carlo is the 
timebuyer. 


H. W. LAY & CO., INC. 
(Liller, Neal & Battle, Inc., Atlanta) 


The firm is testing a new Frito package in 


Birmingham. It is also using radio in 
another market for the test. The results of 
this will decide which of the two broadcast 
media will be used for future advertising. 
Pam Tabberer, media director, is the contact. 


P. LORILLARD CO. 

(Young & Rubicam, Inc., N. Y.) 
NEWPORT schedules of night minutes are 
being run in Salt Lake City, Phoenix and 
Tucson. And it is expected that schedules 
will soon be placed in New York, Chicago 
and Los Angeles. Warren Bahr and Robert 
Gleckler are the timebuyers. 


MARCAL PAPER MILLS, INC. 


(Riedl & Freede, Inc., Clifton, N. J.) 
Marcal has just placed a 26-week buy on 
waTv Newark, using minutes, 20’s and ID’s 
both day and night with a frequency of 





Sears Sale 


WATE-TV Knoxville took its new 
$75,000 remote unit over to the 
local Sears store to give the folks 
what they like—and to get for 
Sears a lot of sales. 

To launch a pre-4th of July 
sale, WATE-TV picked up a live 








country music show inside the 





store. Called the Sears Pre-4th 


Jamboree, the show was free to 
the public. The locals jammed in 
by the hundreds to catch emcee 
Art Metzler and Archie Camp- 
bell’s entertainers. 

The show originated on the top 
floor of the store, creating traf- 
fic on all floors. It went on at 
6:30 p.m. Thursday, allowing for 
shopping before and after. 

Advance promotion included 
on-the-air plugs with sound-on- 
film footage, newspaper ads, live 
show mentions, full-sheet signs in 
store and a feature on the front 
page of a tabloid promotion sec- 
tion run in the daily press. 
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Tom Hollingshead, McCann-Erickson, 


Inc., New York, is the timebuyer on 
Columbia Records. 


40 per week. Robert J. Guthrie, media 
director, is the timebuyer. 


MORTON FROZEN FOODS DIV. 
OF CONTINENTAL BAKING CO., 
INC. 

(Ted Bates & Co., Inc., N. Y.) 


The division has started schedules of day 
and night minutes in approximately 70 
markets. These are set to run through the 
end of the year. William Warner is the 
timebuyer. 


C. F. MUELLER CO. 

(Calkins & Holden, Inc., N. Y.) 

Its broadcast campaign starting Sept. 9 
is mostly concentrated on radio. However, 
it is buying schedules in New York, 
Hartford and Boston to run for 33 weeks. 
Robert Rowe is the timebuyer. 


NEW YORK STOCK EXCHANGE 
(Calkins & Holden, Inc., N. Y.) 


The Exchange is again contemplating a tv 
plunge, using two markets outside New York 
on a test basis. This time those concerned 





KUTV Expands 


KuTz Salt Lake City’s $150,- 
000 project to add 7,000 square 
feet of studio space was scheduled 
for completion this month. 

According to station manager 
Brent Kirk, the new facilities 
will have three sound stages 
with separate operating control 
booths. 

Reid Carpenter, chief engi- 
neer says the new studios will 
include flexible mobile rail light- 
ing, a roll-up rear screen and 
facilities for use of the Ampex 
tape recorder the station ordered 
at the broadcasters’ Chicago con- 
vention of 1956. 








are bullish about this happening. Robert 
Rowe is the timebuyer. 


PEZ-HAAS, INC. 
(Pace Advertising, Inc., N. Y.) 
The fall schedules for PEZ candy will get 


underway on varying dates beginning in 
early September. Placements will probably 
be made in about 18 major markets in all, 
and the chances are that these participations 
and announcements will be set on a con- 
tinuing basis. Betty Silon is the timebuyer. 


PICKANDS MATHER & CO. 
(The Bayless-Kerr Co., Cleveland) 


For OLGA COAL the company is buying 
10-second spots in Cincinnati, Dayton, 
Detroit, Richmond, Roanoke, Washington 
and Winston-Salem. There will be two 
campaigns: one in the fall from early 
September to mid-October, the other in the 
winter, from mid-January through February. 
Ralph Wright, account executive, is the 
contact. 


THE PRODUCER’S COUNCIL, 
INC. 


(local) 


The Producer’s Council, an organization of 
the nation’s $50 billion construction industry, 
is planning to present for the first time a 
five-minute documentary film series. These 
films will be offered without cost to stations 
through the Public Service Network, 
Princeton, N. J. The Council will aid local 
stations in securing local dealers and 
distributors of building materials to buy 
time around these films called Building 
America. 


PUREX CORP., LTD. 
(Edward H. Weiss, Inc., Chicago) 


The company is looking for plans for a 
five-week campaign to start at the end of 
August. Nate Pinsoff is the timebuyer. 


QUAKER CITY CHOCOLATE 
AND CONFECTIONERY CO. 


(Adrian Bauer & Alan Tripp, Inc., 
Philadelphia) 
The makers of GOOD AND PLENTY candy 


are buying syndicated half-hour series in 
several markets. It is buying station 
properties. It has purchased Hawkeye and 
the Last of the Mohicans on wasc-tv New 
York and Brave Eagle on wMAr-Tv Baltimore. 
It has already made buys in Boston, 
Pittsburgh and Philadelphia and is looking 
for placements in Chicago, Detroit and 

Los Angeles. In addition to these program 
buys, the firm is running saturation schedules 
in these markets. Elmer Jaspan, tv-radio 
director, is the timebuyer. 











MOTION PICTURE COORDINATOR 


Extensive knowledge and experience in 
film production, distribution, promotion. 
Master Film Editor (six years exp-) 
Wharton School grad, Script writing. Crea- 
tive. Seeking responsible admin. position. 
Excel. refs. Box #462. 
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would you like 











1 dollar a thousand? 
Call Forjoe-TV, Inc. 


CHANNEL 9 


MANCHESTER, N. H. 


to raise “Cane? 


Want start 
New England's 
largest market? Like to enjoy the 
sales-ability - of our unduplicated 
ABC-CBS programming? In short— 
wou'd you like to move your product 
in 969,215¢ TV homes [all these, 
plus our Boston coverage) for about 





on 
2nd 


tSource: Television Magazine, June ‘57 
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Greatly Expanded TV Coverage 
from a New 1000 ft. Tower 











Sam Haven, timebuyer at Benton & 
Bowles, Inc., New York, makes spot 
placements for International Business 
Machines Corp. 


RAINBOW CRAFTS, INC. 

(John J. Robinson Agency, 
Cincinnati) 

This maker of PLAY-DOH, a modeling 
compound, is testing a mid-summer satura- 
tion campaign over WEHT Evansville. 

John J. Robinson, president, is the contact. 


C. SCHMIDT & SONS, INC. 
(Al Paul Lefton Co., Philadelphia) 


The beer company has already arranged 
to renew its sponsorship of MCA TV’s 
State Trooper for 52 weeks beginning the 
first of 1958. The markets carrying are 
Philadelphia, Lancaster, Johnstown, New 
Britain and Portland, Me. Mrs. Billie 
Farren is the timebuyer. 


S. A. SCHONBRUNN & CO., INC. 
(Foote, Cone & Belding, N. Y.) 


The agency has just stepped into SAVARIN 
activity. There is no definite word as to 
final plans, but indications are that spot tv 
will get attention in the company’s usual 
markets which include New York, Phila- 
delphia, New Haven and Hartford. Richard 
Pickett is the timebuyer. 


SHETLAND CO., INC. 
(Product Services, Inc., N. Y.) 


This company, a division of Signal Manu- 
facturing Co., makes an electric floor and 
rug cleaning machine. It will, according 

to the agency, begin to run schedules of 
minutes in 50 markets in early September. 
Lester Blumenthal, executive vice president, 
is the contact. 


TEXAS STATE OPTICAL 
(Ruthrauff & Ryan, Inc., Houston) 


This optical firm with 55 optometric offices 
in Texas is using syndicated films in 12 
markets. In four markets it sponsors 

The New Adventures of Martin Kane, 
The Tracer in five, Silent Service in two 








Merger 


Two of the better known public 
relations firms in the fields of 
television and motion pictures 
have merged. The firms of 
Rogers & Cowan and Arthur P. 
Jacobs Co. will now be known as 
Rogers, Cowan & Jacobs. Henry 
C. Rogers will be president and 
Warren J. Cowan and Mr. Jacobs 
will be named officers. The 
merger will bring about fully 
staffed offices in Beverly Hills, 
London, Paris and Rome. Head- 
quarters will be maintained in 


New York at 3 E. 54th St. 











and Whirlybirds in one. Ted Keady, vice 
president, is the account supervisor and 
Mary Kay Mansell is the timebuyer. 


UNITED VINTNERS, INC. 
(Adrian Bauer & Alan Tripp, Inc., 
Philadelphia) 

The agency has taken over the advertising 
for two United Vintner products, MARGO 
and GREYSTONE wines, in the state of 
Pennsylvania. For GREYSTONE there will 
be a half-hour program in Philadelphia, 
for MARGO announcement schedules in 
Philadelphia, Pittsburgh and Wilkes-Barre- 
Scranton. Elmer Jaspan, tv-radio director, 
is the timebuyer. 


WELCH GRAPE JUICE CoO. 
(Richard K. Manoff, Inc., N. Y.) 


This firm is looking into possibilities on the 
West Coast for a regional campaign, using 
either programs or announcements. Lee 
Oakes, media director, is the timebuyer. 





WDXI-TV 


JACKSON, TENNESSEE 

















Covering half million 
people in the mid-South 


Represented by Venard, 
Rintoul & McConnell, Inc. 
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Wall Street Report 


AMPEX GROWING. Diogenes, with 
his candle aloft, never searched more 
diligently for an honest man than to- 
day’s Wall Street analyst or investor 
seeks out a “growth” situation. 

The word—or condition—has be- 
come an obsession with many investors 
—to such an extent they often ignore 
solid and rewarding situations blossom- 
ing right before their eyes. In the tv 
field, the growth appeal of many of the 
better-known securities, has—for the 
moment, at least, faded. Attention has 
shifted to smaller, lesser-known firms 
and in the forefront of this group is 
Ampex Corporation. 

This column first referred to Ampex 
back in 1955 and at that time its po- 
tential was noted. Since then its per- 
formance — market-wise — has _ been 
little short of sensational. In 1956 the 
stock was selling as low as $17 per 
share. Recently in the over-the-counter 
market the bid-and-ask price was 
$53.75 to $62.50 per share! 

Last month Blythe & Co. quietly 
placed $5.5 million worth of Ampex 
bonds with some of the strongest in- 
stitutional investors in the country. The 
speed and ease with which the bonds 
were placed indicates the “smart 
money” thinks it has spotted a real 
comer. 


MAGNETIC TAPE. When Ampex 
first received public attention it was 
with the disclosure that its engineers 
had licked the problem of simultaneous 
recording of television broadcasting 
picture and sound on magnetic tape. 
Actually this technical feat will not 
mean as much to the company as the 
progress made in some of its other 
fields, such as instrumentation records, 
professional and consumer audio re- 
corders. 

Ampex has made substantial im- 
provement on its videotape since its 
first announcement and today it stands 
three to five years ahead of its com- 
petitors in this field. There is no sign 
of any competitors bringing out a ma- 
chine to match that of Ampex. RCA is 
working on the problem but since 
NBC-TV ordered and received three 
units—with CBS-TV taking five and 
ABC-TV three—it can be assumed that 





RCA’s engineers have not been able to 
match the quality accomplishment of 
Ampex technicians. However, RCA is 
concentrating on making videotape 
suitable for color telecasting and if the 
know-how of both organizations on 
this subject is pooled it may lick the 
problem sooner than expected. 

The videotape machine has a field of 
its own separate from the television 
industry, although the latter is the 
most dramatic. Ampex expects to pro- 
duce about 70 units in the coming 
year, selling them for approximately 
$45,000 apiece, a reduction of $30,000 
per unit from the price of the original 
pilot model. The videotape permits a 
recorded program to be immediately 
replayed with no development process 
necessary. Picture quality is greatly im- 
proved over kineoscoping but the cost 
is only a fraction. 


OTHER FIELDS. It’s possible that 
all 400-odd tv stations will need one or 
more of these units which means a tre- 
mendous stable market for videotape 
machines—not to mention the spare 
parts and replacement aspects. More- 
over the principle involved can be 
adapted for use in other fields, ranging 
from closed-circuit tv to home movie 
cameras. 

Some idea of the great potential of 
this company is proved by the fact that 
both CBS-TV and Minnesota Mining & 
Manufacturing made substantial bids 
to acquire it last year—but neither one 
went high enough, although on the 
basis of the stock today they would 
have been ahead of the game if either 
one was willing to go $10 per share 
higher in its offer. 

But the real present potential of 
Ampex is in the field of instrumenta- 
tion recorders and audio equipment. 
The ability of office equipment makers 
to streamline and expedite paper work 
is one of the major reasons this in- 
dustry has been attracting heavier in- 
vestments in the last few years. Yet 
the use of magnetic tape in this field 
has not even been scratched. Tape can 
be used to record and store depositors’ 
accounts and transactions in banks, 
subscription records for publications 
(Continued on page 64) 
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Over 300 case histories from 
every size market, demonstrat- 
ing tv’s ability to sell! 
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Wall St (Continued from page 63) 


and a host of other functions. The 
card systems, now in use by many of- 
fice equipment producers, would be 
faster—and cheaper if tape were used. 


MISSILE TESTS. It has been well 
publicized that magnetic tape is being 
used to record flight test data on guided 
missiles, airplanes and _ air-defense 
projects. Now it is being introduced 
into the industry assembly line with 
one of the auto makers planning to 
make use of it in structure engineer- 
ing. 

The investors’ unfamiliarity with the 
gobbledeygook of electronics makes it 
difficult to see the potential of such de- 
velopments. But in dollars it is im- 
portant. As recently as 1951 Ampex 
had no volume in this instrumentation 
field. In fiscal 1957 this division will 
have a sales volume of $12 million and 
for 1958 it’s expected to hit $20 mil- 
lion. 

To strengthen its position in the 
field Ampex has acquired a 25 per cent 
interest in Orradio Industries, Inc., 
producer of magnetic tape. Orradio’s 
tape, according to Ampex research, 
was thinner and of finer quality for 
its purposes. Since Ampex is a sub- 
stantial buyer of tape the acquisition 
is already paying off profitably for the 
company. And Ampex expects to de- 
velop a good industry and consumer 
market for Orradio’s tape which will 
add to its revenue, both as a distribu- 
tor for and a stockholder of the tape 
maker. 


AUDIO EQUIPMENT. In the field of 
audio equipment Ampex ranks at the 
top of the list. Its tape recordings and 
tape duplicating machines are used by 
nearly all major broadcasting stations 
and recording studios. This field was 
the original base for the company’s 
activity and its success in the field of 
professional audio manufacturing made 
it possible for Ampex to jump into the 
field of consumer sound systems with 
greater confidence. It began produc- 
tion of hi-fi equipment 18 months ago 
and the line has met with such success 
that 1958 volume of $5 million is an- 
ticipated. 

In short it would appear to be a 
story of growth—growth in every line. 
What does all this mean in terms of 


actual results. Well, for the year ended 
April 30, 1957 Ampex had sales of 
approximately $18 million and a net 
income of $942,000, equal to $1.31 per 
share on the 721,754 shares of common 
outstanding. That’s a jump of $8 mil- 
lion in sales volume and 88 cents in 
per share earnings over 1956. In 1958 
the analysts are predicting sales of $30 
million and earnings of approximately 
$2.50 per share. 

By 1960 the company’s sales volume 
should—at its current rate of growth 
be in the neighborhood of $50 to $55 
million. 

Now the question in any investor’s 
mind is are there no dark spots in this 
generally bright picture? It’s a tough 
question to answer. Ampex is in a field 
where everything is new. There’s no 
ironclad guarantee that some other 
companies may not come up with 
developments that surpass Ampex. 
For another the competition is getting 
tougher. Minneapolis-Honeywell, for 
example, has recently acquired a com- 
pany somewhat competitive with Am- 
pex and poured $25 million into it with 
the aim of making inroads in this field. 

But these are the normal problems 
any company faces and Ampex has the 
advantage of a good head start in many 
of its fields so the chances of its im- 
mediate goals being realized are better 
than average—far better. 


Stock High-Low Last 
1957 Quote* 
New York 
Stock Exchange 
ABC 24%- 19% 19% 
ADMIRAL 14%- 10% 105 
A. 3&7 179%-170% 173% 
AVCO 7%- 5% 7% 
cps (A) 36%- 29% 31 
EMERSON 6%- 5% 64 
GENERAL ELECTRIC 72%%- 52% 69% 
HOFFMAN 25%- 17% 244% 
MAGNAVOX 4A. -35 40 
MOTOROLA 51%- 35% 49 
PHILCO 18%- 14% 15% 
RCA 140 - 31% 34% 
RAYTHEON 22%4- 16% 22% 
STEWART-WARNER 415¢- 31% 38 
STORER 29%4- 25% 26 
SYLVANIA 16%4- 38 38% 
WESTINGHOUSE 685<- 525% 65% 
ZENITH 124%4- 91% 115% 
American Stock Exchange 
A.A.P. 11%- 954 9% 
DUMONT LABS 6%- 4% 4% 
GUILD FILMS 45%- 216 3% 
HAZELTINE 441%- 30% 37 
NATIONAL TELEFILM 9%4- 7 8% 
SKIATRON 9 3% 71% 
Over-the-Counter Stocks 
Bid Asked? 
AMPEX 53%-54% 
CONSOLIDATED TV 19 -18% 
GROSS TELECASTING 2014-20 
OFFICIAL FILMS 1%- 15% 


*As of the close, July 31, 1957. 
tAs of July 31, 1957. 
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Station Directory 


The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a_ convenient, 
usable form. Data appears in the fol- 
lowing order: name of market, call 
letters, channel number, address of 
station, number of sets within the 
station coverage area, source of set 
figure, number of color sets, Class A 
rates for one hour, one minute and 
ID and two principal station execu- 
tives, with their titles. 

All of this data is furnished by 
the station in answer to monthly 
questionnaires. For more detailed 
data see the TV AGE Yearbook. 


Asterisks indicate stations equipped for color 
but which have submitted no figure. Italics indicate 
stations not yet on the air, channel numbers and 
target dates. Daggers (t) indicate that the station 
has asked that no set count figure be published. 

Abbreviations commonly used in this listing 
include: asst. assistant, c color, c. commercial, 
chg. charge, cls. class, d. director, g- general, loc. 
local, m. manager, mng. managing, nat. national, 
0. owner, opertns. operations, p. president, pgm. 
program, prom. promotion, rgnl. regional, res. 
resident, sce. source, serv. service, sls, sales, st. 
station, sta. station estimate. 





Totals 
Total commercial stations: 482 
Total markets: 311 
Total estimated b&w tv homes: 40,970,- 
000 
Total estimated color sets: 310,000 











ALABAMA 


Birmingham, WABT (13) Box 2553. 370,000 
b&w Sce: sta. 400 c. Cls. AA hr. $800, min. 
$250, ID $125. Henry P. Johnston, p. & mng.d. ; 
Charles F. Grisham, v.p. tv sls. 

Birmingham, WBRC-TV (6) Atop Red Mountain. 
ag b&w Sce: Nielsen & sta. 200 c. Cls. A 

hr. $685, min. $180, ID $90. Robert T. Schlin- 
kert, st.m.; Oliver V. Naylor, sls.m 

Decatur, WMSL-TV (23) * Bank St. 35,500 
b&w Sce: sta. 7° c. Cls. A hr. $150, min. $35, 
ID $20. Lovis Blizzard, st. m. & sls.m 

Dothan, WTVY (9) Cottonwood Rd. 59, 000 b&w 
Sce: sta. *c. Cls. A hr. $150, min. $30, ID $15. 
F. E. Busby, exec. v.p. & g.m.; Art Creamer, 


sls.m. 

Mobile, WALA-TV (10) Government at Joachim 
Sts., Box 1548. 175,000 b&w Sce: ARFé&sta. 1,- 
000 c. Cls. A hr. $450, min. $90, ID $45. W. B. 
Pape, — v.p. & g.m.; Jim McNamara, nat. & 


loc. sls. 

Mobile, WERG-TV (5) 162 St. Louis St. 187,500 
b&w Sce: sta. *c. Cls. A hr. $400, Le $80, 
ID $40. C. P. Persons Jr., v.p. & g 

Montgomery, WCOV-TV (20) Box 2505, Adrian 
Lane. 81,000 b&w Sce: sta 50 c. Cls. A hr. 
$200, min. $40, ID $20. — M. Smith, g.m.; 
Morris South, loc. sls. 

Montgomery, WSFA-TV (13) 10 E. Delano Ave. 
149,800 b&w Sce: st. 200 c. Cls. A hr. $450, 
min. $100, ID $50. Eugene B. Dodson, v.p. & 
st. m.; Carter Hardwick, c.m. 


ARIZONA 


Mesa, KVAR (see Phoenix) 

Phoenix, KOOL-TV (10) 511 W. Adams. 187,F00 
b&w Sce: sta. 400 c. Cls. A hr. $550, min. 
$100, ID $50. Kenneth Morton, st.m.; Robert 
Miller, sls.m. 

Phoenix, KPHO-TV (5) 631 N. Ist Ave. 157,832 
b&w Sce: sta. Cls. A hr. $450, min. $100, ID 
$50. Richard B. Bh saree: g.m.; Howard Stal- 
naker, asst. st 

Phoenix, KTVK (3) 3435 N. 16th St. 163,000 
b&w Sce: sta. 250 c. Cls. A hr. $400, min. 


$90, ID $50. Roger Van Duzer, g.m.; Burton 


B. iow, ¢.m, 
Phoenix, KVAR (12) 1101 N. Centrul Ave. 
a 623 b&w. Sce: sta. 628 c. Cls. A hr. = 
- n. a i... A ay' = O. Lewis, p. & g.m. 


&e 

bay ‘KGUN-TV, (5) 2175  N. 6th Ave., 190,000 
w Sce: sta. 200 c. Cls. hr. $300, min. 
Ha ID ‘s30. Tolbert Foster, v.p. & g.m.; 

Irvin Kipnes, ¢.m 
Tucson, KOLD-TV (3) gy | a Drachman St. 
61, ys b&w Sce: sta. Cls. A hr. $300, min. $50, 
ID’ i . E. S. Mittendorf, +s ; Bernie Perlin, 


sls. 

@aseen. KVOA-TV (4) 209 W. Elm. 64,344 b&w 
Sce: sta. 400 ¢. Cls. A hr. $300, min. $60, ID 
$30. Otis Cowan, m.; W. R. “Duey” DuBois, 


sls.m 

Yuma, KIVA (11) Box 1671. 32,000 b&w Sce: 
ARB. Cls. A hr. $200, min. $40, ID $20. 
Leavenworth Wheeler, st.m.; Patrick Carrick, 
sls.m. 


ARKANSAS 


El Dorado, KRBB (10) Garrett Hotel, Box 791. 
70,000 b&w Sce: sta. Cls. A hr. $200, min. 
ah ID $20. Bill Bigley, g.m.; W. C. Womack, 


sls. 

Fort ‘Smith, KFSA-TV (22) Southwestern House, 
920 sous Ave., Box 569. 40,600 a Sce: 
sta. Cls. A hr. $200, min. $40, ID $20, Ww 
Slates, v.p. & g.m.; Roland Hundley, <4 

Fort Smith, KNAC-TV (5) 200 Kelly Bldg. 
60,000 b&w Sce: RETMA Cls. A hr. $250, min. 
$50, ID $25. Dick Campbell, g.m.; Larry Nolan, 


sls.m. 

Little Rock, KARK-TV (4) 10th & Spring Sts. 
244,072 b&w Sce: sta. 150 c. Cis. A hr. $450, 
a $100, od $50. Douglas J. Romine, v.p. & 

Lee B ryant, c.m 

Littie ys KATV (see Pine Blu ff) 

Little Rock, KTHV (11) 720 Izard St. 244,072 
b&w Sce: sta. 150 c. Cls. A hr. _ min. 
hen ID = B. G. Robertson, g.m. owe 

utt, sls. 

Pine Bluff, KATY (7) 620 Beech St. 236,800 
b&w Sce: sta. Cls. A hr. $450, min. $90, ID 
$4F. John H. Fugate, g.m.; Oscar Alagood, 


sls.m. 
Texarkana, KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 


Bakersfield, KBAK-TV (29) P. O. Box 1448. 
110,000 b&w Pig sta. Cls. AA hr. oom min. 
$70, ID $35. H. Constant, v.p. & g 

Bakersfield, KERO- TV (10) 1430. Frexten Ave. 
156,595 b&w Sce: sta. 550 c. Cls. A hr $500, 
min. $100, = $50. Gene ) copes p. & g.m.; 

Ed Urner, & g. sis. 

Chico, KHSL-TV (2) 180 E. 4th St. 74,600 b&w 
Sce: sta. Cls. A hr. $225, min. $40, ID $20. 
M. F. Woodling, st. m.; George Ross, nat. 


sls.m. 

Eureka, KIEM-TV (3) Box 1021, foot of Bay St. 
37,000 b&w Sce: RETMA & ARB. Cis. A hr. 
$250, min. $50, ID _ Donald H. Telford, v.p. ; 
W. Edwin Smith, 

Fresno, KFRE-TV aa" "7338 L St. 252, 299 b&w 
Sce: sta. 500 c. Cls. A hr. $650, min. $150, 
ID $75. Ed J. Frech, st. m.; Bob Klein, g. 


sls.m. 

Fresno, KJEO (47) Box 1708. 185,710 b&w Sce: 
Nielsen & sta. 800 c. Cls. A hr. $600, = 
$150, ID $75. Joseph Drilling, v.p. & g.m.; 
William Edholm, c.m. 

Fresno, KMJ-TV (24) 1117 N St. 180,000 b&w 
Sce: Pacific Coast Measurement Bureau 1,000 
ce. Cls. A hr. $550, min. $150, ID $75. Perry 
Nelson, st. m.; Wilson Lefler nat. sls.-serv.m. 

Los Angeles, KABC-TV (7) Prospect & Talmadge 
cow oon 023 b&w Sce: Electrical League 

f L. A. 7,796 c. Cls. A hr. $2,300, min. $600, 
{D $300. ‘Selig J. Seligman, g.m.; Elton H. 
Rule, g-.sls.m. 

Los Angeles, KCOP (13) 1000 Cahuenga Bivd., 

a 2, r+ ay b&w Sce: Electric League 
f L. A. Cls. $1, 3 min. $250, ID $120. 
Soak Heintz, oa s ; Amos Baron, sls.m. 

Los Angeles, KHi-TV. “~) 1318 N. Vine St., 
Hollywood. 2,798,385 b&w Sce: Electrical 
League of J..A. 8,702 c. Cls. A hr. $1,750, 
min. $400, ID $200. John T. Reynolds, v.p. 
g-m. ; Howard L. heeler, sls.m. 

Los Angeles, KNXT (2) 1313 N. Vine St. 
2, 305, “ag is Sce: CBS-TV Spot Sales. 8,414 

hr. $3,500, AA min. $800, AA ID 
Sa00. “crank B. George, g.m.; Robert D. Wood, 


Les ‘aan. KRCA (4) Sunset & Vine. 2,300,000 
b&w Sce: NBC Sales, 8,869 c. Cls. AA hr. $3,- 
600, 20 sec. $800, ID $375. Thomas C. McCray, 
v.p. & g.m.; James Parks, sls.m. 

Les Angeles, KTLA (5) 5800 Sunset Blvd., 
Hollywood. 2,374,363 b&w Sce: sta. 5,208 c. 


Cls. A hr. $1,500, min. $300, ID $150. Lew Ar- 
nold, g.m.; Bob Mohr, sls.m. 

Los Angeies, KTTV (11) 5746 Sunset Blvd. 
2.798,385 b&w Sce: Electric League of L.A. 
Cls. A hr. $2,000 min. —_ ID $290. Richard 
A. Moore, p. & g.m.; John R. Vrba, v.p. 


chg. sls. 

Redding, KVIP (7) 2770 Pioneer Dr. 60,000 b&w 
Sce: sta. 200 ec. Cls. A hr. $225, min. $35 
ID $19. George C. Fleharty, p. & g.m.; John 
Dadiw, sls.m. 

Sacramento, KBET-TV (10) 601-607 Seventh 
Ave. 409,157 b&w Sce: RETMA & sta. 750 ec. 
Cls. A hr. $850, a. $200, ID $35. John H. 
Schacht, v.p. & g ; George J. Kapel, g.sls.m. 

Sacramento, KCRA- TV (3) 310 Tenth St. 411,000 
b&w Sce: Nielsen & sta. 3,000 c. Cls. A hr. 
$800, min. $200, ID $75. Robert E. Kelly, st.m. 

Salinas, KSBW-TV (8) 238 John St. Box 1651. 
408,698 b&w Sce: sta. 200 c. Cls. A hr. $400, 
min. $80, ID $40. John C. Cohan, p. & g.m.; 
Graham H. Moore, sls. d. 

San Diego, KFMB-TV (8) 1405 Fifth Ave., 479,- 
661 b&w Sce: sta. 200 c. Cls. AA hr. $900, min. 
$230, ID $100. George A. Whitney, v.p. & g.m.: 
Bill Fox, g.sls.m. 

San Diego, KFSD-TV (10) 3642 Baterprise St. 
407,000 b&w Sce: sta. 225 c. Cls. hr. $850, 
min. $200, ID $90. William rE Dg exec. 
v.p. & g.m.; Jay Grill, sls.m. 

Tijuana, Mex., XETV (6) 4229 Park Blvd., San 
Diego. 409, ‘> b&w Sce.: sta. Cls. AA hr. $800, 
min. $180, ID $80. Julian M. Kaufman, v.p. 
& g.m.; Wwilhess G. Mueller, bus.m. 

San Francisco, KGO-TV (7) ABC Radio-TV 
Center, 277 Golden Gate Ave. 1,221,000 b&w 
Sce: sta. Cls. A hr. $1, 700, min. $375, ID $188. 
John H. Mitchell, g.m.; David M. Sacks, 
g.sls.m. 

San Francisco, KPIX (5) 2655 Van Ness, 
1,193,721 b&w Sce: ARF. 2,000 c. Cls. 
AA hr. $1, 700, min. $500, - $250. Philip G. 
Lasky, m.; Lou Simon, sls. 

San Prencios, KRON-TV (4) 929 Mission St. 
1,241,640 b&w Sce: sta. 4,132 c. Cls. AA hr. 
$1,700, 20 sec. $425, ID $212.50. Harold P. 
See, g.m.; Norman Louvau, sls.m. 

San Francisco, KSAN-TV (32) pai Market St. 
308,000 b&w Sce: Pulse. Cls. A hr. oe. min. 
$15, ID $9. Richard P. Bott, g.m. 

San Jose, KNTV (11) Box 1188, 645 ey ‘Ave. 
244,210 b&w Sce: Nielsen & sta. Cls. A hr. 
$250, min. $60, ~4 $30. Francis Conrad, g.m. ; 
Hal Chase, g.sls. 

San Luis Obispo, "KSBY- TV (6) Mtn. View & 
Hill Sts. 50,000 b&w Sce: sta. Cls. A hr. $200, 
min. $40, ID $20. Frederick F. Beck, st. m. 

Santa Barbara, KEYT (3) 730 Miramonte Dr. 
227,918 b&w Sce: ARB & sta. Cls. A hr. $4! 50 
min. $90, ID $45. Richard C. D. Bell, p. & g.m. 
Thomas Chace, sls.m 

Stockton, KOVR (13) 225 E. Miner Ave. 
395,000 b&w Sce: ARF. Cls. A hr. $650, min. 
$135, ID . Terry H. Lee, p. & g.m.; Jay Wat- 
son, v.p. che. sls. 

Tulare, KVVG (27) 1385 E. Tulare St. 175,000 
b&w Sce: sta. Cls. A hr. $325, min. $65. 
_ Lee, opertns.; Ron Freeman, g.m. & 
sis.m. 


COLORADO 


Colorado Springs, KKTV (11) 512 S. Tejon St., 
Box 1078. 74,172 b&w Sce: sta. Cls. AA hr. 
$250, min. $60, ID $30. James D. Russell, p. & 
g.m.; Robert D. Ellis, v.p. & nat sls. d. 

Colorado Springs, KRDO-TV (13) 399 S. 8th St. 
44,000 b&w Sce: sta. Cls. A hr. $175, min. 
$35, ID $17.50. Harry W. Hoth, p. & g.m. 

Denver, KBTV (9) 1089 Bannock. 453,036 b&w 
Sce: Rocky Mountain Electrical League. Cls. 





New Stations 


KGEZ-TV (9) Kalispell, Mont. be- 
gan July 9. Affiliate: CBS. Frank 
and Northwest Video 


Inc., principal owners. Donald Cooke 


Reardon, p. 


Inc., rep. 

KPLO-TV (6) Reliance, S. Dak. 
Semi-satellite of KELO-TV Sioux Falls. 
Joseph L. Floyd, 4%; N. L. Bentson, 
1%; Edmund R. Ruben, %. H-R 


Television, Inc. rep. 
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A hr. $750, =e. Later t bg $88. Joseph Herold, 


b&w Sce: Rocky Mountain Elec ical League 
1,366 c. Cls. A hr. $750, min. $200, ID $100. 
& g.m.; Jack Tipton, 


Hugh B. Terry, p. 
st.m. & sls d. 
Denver, KOA-TV (4) 1625 California St. 453,036 
w Sce: wo | ae Electrical League. 
1,366 ce. Cls. $750 min. $175, ID $87.50. 
Ralph a. 3 st. m.; Richard Harris, g. 


sls. 

Seaven,, KTVR (2) 550 Lincoln St. 442,507 b&w 
Sce: Rocky Mountain Electrical League. Cls. 
A hr. $500, min. $100, ID $50. Hugh Ben La 
Rue, exec. v.p. g.m.; Jack Miller, asst.g.m. 

Grand Junction, KREX-TV (5) Box 30. 
23,703 b&w Sce: sta. Cls. A hr. $150, min. 
$30. ID $15. Rex S powen, p. & g.m.; Robbie 

inson, v.p. & t 

Montrose, rv ti) Satellite of KREX- 
TV Grand Junction. 

Pueblo, KCSJ-TV (5) Big Hill. “2 367 b&w Sce: 
sta. Cls. A hr. $225, min. $45, ID $22.50. —_ 
Hendrix, exec.d.; Jim Croll, nat. sls. & pgm. 


CONNECTICUT 
Sigont. WICC-TV (43) Box 9140. 72,340 
b&w Sce: sta. Philip Merryman, p. & g.m.; 
Manning Slater, sls. m. 

Hartford, WHCT (18) 555 Asylum St. 346,500 
b&w Sce: sta. Cls. A hr. $650. Harvey J. 
Struthers, g.m.; LaMont Thompson, g. sls. m. 

Hartford-New Britain, WNBC (30) 1422 New 
Britain Ave., West Hartford. 350,000 b&w 
Sce: NBC Spot Sales. 750 c. Cls. A hr. $600, 
= min. $140, AA ID $70. Peter B. Kenney, 

& g.m.; Erwin B. Needles, tv sls. d. 

Hartford, Si TIC-TV_ (13) Sept. 1, 1957 

New Haven, WNHC-TV (8) 1110 Chapel St., 
Box 1859. 974,000 b&w Sce: sta. 500 c. Cis. 
A hr. $1,000 min. $225, 1D $100. Edward D. 
Taddei, g.m.; John Cundiff, sls. m. 

Waterbury, (ATR-TV (53) 440 Meadow St. 
217,554 b&w Sce: sta. Cls. A hr. $200, min. 
$60. ID $30. Samuel R. Elman, g.m. & c.m. 


DELAWARE 
Wilmington, WVUE (12) Suburban Station 
Bidg., Philadelphia, Pa. 2,051,000 b&w Sce: 
sta. Cls. A hr. $800, min. $160. J. Robert 
Kerns, g.m.; Glenn Lau, c.m. 


DISTRICT OF COLUMBIA 

Washington, WMAL-TV (7) 4461 Connecticut 
Ave. NW. 600,000 b&w Sce: sta. Cls. A hr. 
$1, 200, min. $240. gy S. Houwink, 
g.m.; Neal J. Edwards, 

Washington, WRC-TV (4) , Park Hotel. 
754,000 b&w Sce: sta. 2,500 c. Cls. A hr. 
$800. Carleton D. Smith, v.p. & g.m.; Joseph 
Goodfellow, sls. d. 

Washington, WTOP-TV (9) Broadcast House, 
40th & Brandywine N. W. 730,739 b&w Sce: 
sta. 2,500 c. Cls. A hr. $1,800, min. $400, ID 
$200. George F. Hartford, v.p. for tv; Robert 
A. J. Bordley, sls. d. 

Washington, WTTG (5) c/o Raleigh Hotel, 12th 
& Pennsylvania Ave. NW. 700,000 b&w Sce: 
sta. Cls. A hr. os min. $144, ID $60. James 
R. Bonfils, st.m.; Martin Callé, sls. m. 


FLORIDA 
Daytona Beach, WESH-TV (2) Box 1712. 61,000 
b&w Sce: sta. Cls. A hr. $200, ent $40, ID 
$20. Walter Strouse, st. m. & sls. 
WINK-TV (11) Box 1072, 2824 
Pa — Sce: sta. Cls. 
A hr. $150. A. J. B 


& sis. 
Jacksonville, WJHP.TV. (36) 1038 Phillips I Hwy., 
Box 5736. 110,000 b&w Sce: sta. 300 c. Cls. A 
hr. $300, min. $60, ID eee. pd S. Gilchrist 
Jr., g-m.; Willard Fraker, sls 
Jacksonville, WMBR-TV (4) 605. 'S. Main St. 
295,000 b&w Sce: Nielsen & sta. 175 c. Cls. A 
hr. $750, min. $160, ID $70. Charles M. Stone, 
v.p.; Dave Booher, g. sls. m. 
Jacksonville. WFGA-TV (12) Sept. 1957 
Miemi, WCKT (7) Box M. — River Station. 
385,000 b&w Sce: sta. 1,500 c. Cls. AA hr. 
$950, min. $237, ID $119. James M. LeGate, 
it. m.; Robert L. Fidlar, sls. m. 
Miami, WITV (17) 5500 eae Beach Rd. 
289,000 b&w Sce: sta. Cls. A hr. $500, min. 
$95, = ae Mortimer Loewi, g.m.; Mike Kor- 


man, 
Miami, WPST-TV (10) Sept. '57 
Miami, WTVJ (4) 316 N. Miami Ave. 397,000 
w Sce: sta. 2,825 c. Cls. AA hr. $1,000, 20 
sec. $250, ID $125. ia» Ruwitch, v.p. & g.m.; 
Bill Brazzil, nat. sls. 
Orlando, WDBO-TV 6) 30 S. Ivanhoe Blvd. 
176,750 b&w Sce: RETMA & sta. 30 c. Cls. AA 
hr. $450 min. $90, ID $45. Harold P. Danforth, 


p. & g.m. 

Panama Citv. WJDM-TV (7) Pox 428, Hwy. 98, 
Panama City Beach. 31,000 b&w Sce: sta. Cls. 
AA hr. $175, min. $35, ID $17. Harry C. Babb, 
st. m.; Milt de Reyna, nat. sls. m. 

Pensacola, WEAR-TV (3) Box 431, Hwy. bo 
West of Pensacola. 152,500 b&w Sce: sta. 
ce. Cls. A hr. $240, min. $48, ID $24. Mel 
Wheeler, p. & g.m.; Milt de Reyna Jr., asst. 
g.m. 
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St. Petersburg, WSUN-TV (38) wry Dollar 
Pier. 215,500 b&w Sce. sta. Cls. . $400, 
min. $30, ID =. Daas P. tt g-m.; 
Barney Kobres, sis. 

Tallehessee-Themesville, Ga., WCTV (6) 2225 Hy 
Monroe, Tallahassee. 120,972 b&w Sce: RETM 
& sta. Cls. A hr. $300, min. $80, ID 0. 
L. Herschel Graves, g.m.; W. L. Woods, nat. 


sls. m. 

Tampa-St. Petersburg. WFLA-TV (8) 905 Jack- 
son St., Tampa. 289,239 b&w Sce: sta. 600 ec. 
Cls. A hr. $850, min. $210, ID $105. George W. 
Harvey. v.p. & g.m.; William B. Faber, sis. m. 

Tampa, WTVT (13) 3213 Grand Central Ave., 
~ 1198. 320,000 b&w Sce: sta. 600 c. Cls. 
A hr. $750, min. $140. P. A. Sugg, g-m.; John 
Haberlan, c.m. 

West Palm Beach, waatev 12) Box 70. 
140,000 b&w Sce: Pulse. Cls. hr. $250, min. 
$50, ID $2=. Bertram Lebhar “ie. exec.v.p. 

g.m.; Ed J. Hennessey, g. sls. m. 

West Palm Beach, WPTV (5) 5 Cocoanut Row. 

is, 105 b&w See: Pulse & RETMA. 110 c. Cls. 
hr. $275. min. $50, ID $25. Stephen Willis, 
~ m.; Bill Woods, nat. sls. m. 


GEORGIA 


Albany, WALB-TV (10) Stuart Ave. at Green- 
wood Dr. 80,000 b&w. Sce: RETMA 250 c. Cls. 
S a dey min. $50, ID $25. James M. Robin- 

; Raymond E. Carow, sls.m. 

Atlanta, "'WAGA-TV (5) 1018 W. Peachtree St., 
NE. 57£,000 b&w Sce: sta. 500 c. Cls. A hr. 
$1,000, min. $250, ID $125. Glenn Jackson, 
v.p. & mng. d.; John W. Collins Jr., asst. 
mng. d. sls. 

Atlanta, WLW-A (11) 1611 W. Peachtree St., 
NE. 574,693 b&w Sce: sta. Cls. A hr. $900, 
min. $175, ID $90. ged LeBrun, v.p. & g.m.; 
James H. Burgess, sls. 

Atlanta, WSB-TV (2) White Columns, 1601 W. 
Peachtree St. 545,210 b&w Sce: sta. 350 c. 
Cls. . ae; $1,000, min. $250. John M. Outler 
Jr. Marcus Bartlett, st. m. 

lingioie, WIBF (6) Box 490. 220,804 b&w Sce: 
sta. 150 ec. Cls. AA hr. $350, min. $75, 
$37.50. Donald =. Kelly Jr., v.p. & g.m.; T. J. 
Hennessey, sls. 

Augusta, WRDW- “TV (12) 1301 Georgia Ave., 

: pn 181,400 b&w Sce: sta. Cls. A hr. 
$350, min. $75, ID hages 50. J. W. Hicks, g.m. ; 
Lou Stratton, sls. m. 

Columbus, WTVM (28) Box 1640, 1307 First 
Ave. 86,317 b&w Sce: sta. 112 ce. Cls. A hr. 
$300, min. $60, a. $30. Guy Tiller, g.m.; Joe 
Windsor, asst. 

Columbus, WRBL-TV (4) 1350 13th Ave. 159,846 
Sce: sta. *c. Cls. AA hr. $400, min. $80, ID 
$40. J. W. Woodruff Jr., p. & g.m.; George 
“Red” Jenkins, nat. sls. & prom. d. 

Macon, WMAZ-TV (13) Bankers Insurance 
Bldg. 126,000 b&w Sce: Nielsen & CBS *c. Cls. 
A hr. $360, min. $72, ID 36. Wilton E. Cobb, 
g.m.; Frank Crowther, c.m. 

Rome, WROM-TV (9) MHorseleg Mountain, 
Scenic Hwy., Box 473. 174,330 b&w Sce: 
sta. Cls. A hr. $150, min. $25, ID $15. Ed 

eKay, m.; Chas. Doss, c.m. 

Savannah, WSAV-TV (3) Liberty Nat. Bank 
Bldg. 150,501 b&w Sce: ARF & sta. 150 c. Cls. 
A hr. $275, min. $55, ID + a 50. Harben Daniel, 
p. & g.m.; Mack Humpidge, c.m 

Suvsnua. WTOC-TV ti) 516 “Abercorn St. 
155,102 b&w Sce: sta. 50 c. Cls. AA hr. $300, 
min. $60, ID $30. W. T. Knight Jr. & g.m.; 
Ben Williams, v.p. & c 

Thomasville. WCTV (see "Tallahassee, Fla.) 


: IDAHO 

Boise. KBOI-TV (2) 1007 W. Jefferson St. 
73,950 b&w Sce: ARB & sta. Cls. A hr. $250, 
min. $60, ID $25. nee a htarcmnes p. & 

g.m.; Earl Glade Jr., st. & c 

Boise, *KIDO-TV (7) Ch Ser “of C 
Bldg. 85, — b&w Sce: sta. Cls. A hr. $250, 
— L4 ID $20. Cae M. Davidson, p. & 

e Ganz, sls 
Idaho. pale KID- TV (3) ":. 17th St. 56,437 
&w Sce: sta. ny A hr. $200, min. $45. ID 
-. < C. N. “Rosy” Layne, g.m.; Claude Cain, 
sls 

a oa KLEW-TV (3) Satellite of KIMA-TV 
Yakima, Wash. 

Twin Falls. KLIX-TV (11) Box 432. 22,650 b&w 
Sce: ARB. Cls. A hr. $175, min. $43.75, ID 
$17.50. Cecil L. Heftel, v.p. & g.m.; Joe Gib- 
ney, prom. & sls. m. 





ILLINOIS 


Champaign, WCIA (3) 509 S. Neil. 403,370 
b&w Sce: Nielsen & sta. *c. Cls. AA hr. $900, 
20 sec. $190, of $95. A. C. Meyer, p.; Guy 
Main, v.p. & sls. d. 

Chicago, WBBM-TV (2) 630 N. McClurg Court. 
2,278,530 b&w Sce: Nielsen & sta. *c. Cls. A 
hr. $4, 100, 20 o. $875, ID $4387.50. H. Leslie 
Atlass, v.v. & g.m.: George Arkedis, sls. m. 

Chicago, WBKB “ry 190 N. State St. 2,300,000 
b&w Sce: Electric Assn. Cls. A hr. $2,200. 
Sterling C. Quinlan, v.p.; Mathew E. Vier- 
acker, g.m. 

Chicago, WGN-TV (9) 441 N. Michiean Ave. 
2,350,000 b&w Sce: Electric Assn. Cls. A hr. 
$1,800, =. $375, ID $187.50. Ward Quaal, 
vp. & eodore Weber, sls. m. 

Chicago. WNBQ (5) Merchandise Mart Plaza. 

2,350,100 b&w Sce: Nielsen & ws 12,500 ec. 

Cls. A hr. $4,000, min. $900, ID $425. Jules 

Herbuveaux, v.p. & g.m.; Russ Stebein sls. d. 


Danville, WDAN-TV (24) 1500 N. Washington 
Ave. 74,000 b&w Sce: sta. Cls. A hr. $150, 


min. $25, ID $12. Max Shaffer, st. m.; John 
D. Eckert, sls. d. 
Decatur, WTVP (17) P.O. Box 108. 190,000 


b&w Sce: Nielsen & sta. Cls. A hr. $350, min. 
$70, ID $35. Robert G. Wright, st. m.; Ben K. 
West, c.m. 

Harrisburg. WSIL-TV (22) The Television 
Bldg., 21 W. Poplar St. 34,692 b&w Sce: sta. 
Cls. A hr. $150, min. $30. O. L. Turner, st. 


m. 

La Salle, WEEQ-TV (35) Sept. 1957 

Peoria, WEEK-TV (43) Commercial Nat’! Bank 
Bldg., rm. 319. 244,420 b&w Sce: sta. 1,137 
ec. Cls. A hr. $425, min. $8°, ID $42.50. Fred 
C. Mueller, g.m.; William J. Flynn, c.m. 

Peoria, WTVH (19) 234 N. Madison Ave. 224,000 
b&w Sce: sta. 1,000 c. Cls. AA hr. $550, 
min. $110, ID $55. Harold V. Phillips, g.m.; 
William P. Pipher, sls. m. 

Quincy. KHQA-TV (see Hannibal, Mo.) 

Quincy, WGEM-TV (10) Sete Sas. 160,625 
b&w Sce: sta. 350 c. Cls. A h 350, min. $60, 
” > ae. Joe Bonansinga, g.m. oe Ben Stewart, 


Rockford, WREX-TV (13) Auburn & A Longe. -f 
Rds. 278,004 b&w Sce: MA. Cls. 
per - $450, min. $90, ID $45. J. sg Baisch, 

. J. Bilardello, sls. m. 

Rockford. “WTVO (39) N. Meridian Rd. 140,000 
b&w Sce: sta. *e. Cls. A hr. $300, min. 
$60, ID ae Harold Froelich, g-m.; Edward 
Ruppe, sls. " 

Rock Island, WHBF- TV (4) Telco Blidg., 231 
18 St. 327,166 b&w Sce: RETMA & CBS. 1,174 
ec. Cls. AA hr. $800, 20 sec. $200, ID $100. 
Leslie C. Johnson, v.p. & g.m.; Maurice Cor- 
ken, asst. g.m. & sls. d. 

Springfield, WwIcs (20) 523 E. Capitol Ave. 
107,429 b&w Sce: Pulse & sta. Cls. A hr. $250, 
min. $50, ID $25. Milton D. Friedland, g.m.; 
Warren R. King, c.m. 


INDIANA 

Anderson, WCBC-TV (61) Sept. 1957 

Bloomington, WTTV (4) State Fair grounds, 
Indianapolis. 667,881 b&w Sce: RETMA. Cls. 
* ae $1,000, min. $180, ID ~e Robert Lemon, 

; Frank Willis, nat. sls. 

Elkhart WSJV-TV (52) 3600, “Oakland Rd. 
215,814 b&w Sce: ARB & sta. Cls. A hr. oes, 
min. $60, ID $30. Paul C. Brines, v.p. & g.m. 
Vincent T. Doyle, nat. sls. m. 

Evansville, WFIE-TV (14) 1115 Mt. Auburn Rd. 
141,364 b&w Sce: sta. 254 ec. Cls. A hr. 
$350, min. $70, ID $35. E. Lge Smith, v.p. 

g-m.; Lee Browning, g. 

Evansville-Henderson, Ky., WERT. TV (50) Box 
395. 152,000 b&w Sce: sta. 150 c. Cls. A hr. 
_— min. $80, ID $40. Edwin G. Richter Jr., 

& g.m.; Howard Duncan, sis. m. 

Eeeanelia, WTVW (7) 405 Carpenter St. 314,495 
b&w Sce: sta. Cls. A hr. $3f0, min. $70, ID 
$35. Dick Shively, m.; Bill Spillman, sls. m. 

Fort Wayne, WANE-TV (15) 2000 Lincoln 
Tower Bldg. 185,000 b&w Sce: sta. 100 ec. Cls. 
AA hr. $400, min. $80, ID $40. R. Morris 
Pierce, mng.d.; John Keenan, sls.d. 

Fort Wayne, WKJG-TV (33) 220 E. Jefferson 
St. 181,630 b&w Sce: sta. 1,000 c. Cls. AA hr. 
= min. $90, ID $45. Edward G. Thoms, 

g.m.; Carleton B. Evans, c.m. 

Sadimenmelie. WFBM-TV (6) — N. Meridian. 
725,285 b&w Sce: sta. 3,5 ce. Cls. AA hr. 
= 200, _. $225, ID sii. ° iidon Campbell, 

& g.m.; Don Menke, 

Pa ht ag "WISH-TV (8) m1440 N. Meridian 
St. 704,860 b&w Sce: sta. 2,500 c. Cls. AA hr. 
$1,300, min. $300, ID $150. Robert B. McCon- 
nell, v.p. & Kn | George W. Diefenderfer 
Jr., nat. sls. 

Indianapolis, WLW. a 13) Sept. 15 ’57 

Lafayette, WFAM-TV (59) McCarty Lane. 116,- 
500 b&w Sce: sta. 200 c. Cls. A hr. $200, 
min. $40. O. E. Richardson, p., gm. & sls. 
m.; Henry Rosenthal, asst. m. 

Muncie, WLBC-TV (49) Radio Center, Box 271. 
107,2F0 b&w Sce: sta. 20 c. Cls. A hr. $225, 
min. $50. W. F. Craig, v-p. 

South Bend, WNDU-TV (46) Box 989. 178,000 

w Sce: sta. 400 c. Cls. A hr. $500, min. 
$100, ID $80. Bernard C. Barth, v.p. & g.m. 
William Thomas Hamilton, sls. m. 

South Bend, WSBT-TV (34) Broadcast Center, 
300 W. Jefferson Blvd. 185.000 b&w Sce. sta. 
50 c. Cls. AA hr. $500, min. $100. Neal B. 
Welch, g.m.; Will Darch, c.m. 

Terre Haute, WTHI- TV (10) 918 Ohio St. 251.- 
970 b&w Sce: Nielsen & sta. 35 c. Cls. A hr. 
$500, min. $100, ID $50. J. M. Higgins, g.m.; 
George A. Foulkes, nat. sls. m. 


IOWA 


Ames. WOI-TV (5) Service Bldg., Iowa State 
College Aw 336, 000 b&w Sce: Nielsen. 
Cls. A hr. $500, min. $100, ID $50. Robert C. 
Mulhall, g.m.; Don Norton, c.m. 

Cedar Rapids, KCRG-TV (9) First Ave. at First 
St. SW. 325,977 b&w Sce: RETMA & sta. Cis. 
A hr. $425, min. $85, ID $42.50. Edna A. 
Herbst, g.m.; Richard J. Butterfield, st.m. 

Cedar Rapids. WMT-TV (2) Paramount Theatre 
Bldg. 344,280 b&w Sce: Nielsen & sta. *c Cis. 
AA hr. $625, min. $125, ID nn 50. William B. 
Quarton, exec. v.p. & g.m.; Lewis Van 
Nostrand v.p. sls. 

Davenport, WOC-TV (6) 805 Brady St. 377,000 























o&w Sce: RETMA. 5,000 c. Cls. AA hr. $800, 
min. $200, ID $100. Ernest S. Sanders, res. m. ; 
Mark Wodlinger, res. sls. 

Des Moines, KRN1-TV (8) KRNT Center, 9th & 
Pleasant Sts. ¢t *e Cis. A hr. $700, min. $160, 
ID $80. Robert W. Dillon, v.p. & g.m.; Paul 
M. Elliott, c.m. 

Des Moines, WHO-TV (13) 1100 Walnut St. 
322,000 b&w Sce: Nielsen & sta. 1,400 c¢. Cls. 
A hr. $650, min. $140, ID $70. Paul A. Loyet, 
v.p. & res. m.: Robert H. Harter. sls. m. 

Ft. Dodge, KQTV (21) Television Sq. 47,601 
b&w Sce: sta. Cls. A hr. $150, min. $40, 
4 — Edward Breen, p. & g.m.; Rollie Camp, 


Sineee City, KGLO-TV (3) wae | &  Femarivenio. 
127,060 b&w Sce: sta. Cls. hr. $350, min. 
$70, ID $35. Herbert R. ort, exec. v.p. & 
g-m.; Lloyd D. Loers, sls. 

Ottumwa, KTVO (see Kirkeville, Mo.) 

Sioux City, KTIV (4) 10th & Grandview. 
233,847 b&w Sce: sta. 1,000 c. Cls. A hr. 
7 —_ $75, ID $37.50. Dietrich Dirks, 

& ; Eugene Flaherty, v.p. & sls. m. 
onsen City, "KVTV (9) 7th & Douglas Sts. 
179,721 b&w Sce: sta. 350 c. Cls. A hr. 
$350, min. $75. Donald D. Sullivan, g.m.; 
Robert B. Donovan, c.m. 

Waterloo, KWWL-TV (7) Hotel Russell ‘et 
son. 324,866 Sce: RETMA. 500 c. Cls. AA h 
$625, min. $12°, ID $62.50. R. J. McElroy. 
g.m.; James S. Dugan, nat. sls. m. 


KANSAS 
Ensign, KTVC (6) Sept, 1957 
Goodland, KWGB-TV (10) Sept. 1957 
Great Bend, KCKT (2) Box 182, 4 miles N. on 
Hwy. 281. 184,622 b&w Sce: sta. 300 ec. 
Cis. A hr. $250, min. $50, ID $25. Victor E. 
oom. mae. d.; E. L. Kuhlman, opertns. m. 


& 
Pittsburg, I KOAM-TV (7) Box 603. 161, — ‘ee 
Sce: sta. Cls. A hr. ee min. $60, ID $30 

R. E. Wade. em. & ‘sls. 

Topeka, WIBW-TV (13) Box. =. 188,235 b&w 
See: Electric Assoc. of K. C. 729 c. Cls. A hr. 
$550, min. $110, ID $55. Thad M. Sandstrom, 
e.m.; Hilton Hodges, sls. m. 

Wichita, KAKE-TV (10) 1500 N. West. 265,395 
&w Sce; sta. Cls. A hr. $600, min. $135, ID 
$68. Martin Umansky, v.p. 
D. Waldron, nat. sls. m. 

Wichita, KARD-TV (3) 833 N. Main. 265, 430 
b&w Sce: sta. 1,500 c. Cls. A hr. $650, min. 
$150, ID $75. Wm. J. Moyer, exec. v.p. & g.m. 
Don Sbarra, sls. d. 

Wichita-Hutchinson. KTVH (12) 1800 N. Plum, 
Hutchinson. 261, FOO b&w Sce: sta. 500 c. 
Cls. AA hr. $575, min. $135, ID $67.50. Howard 
oO. ee g.m.; E. W. “Ernie” Dallier, 
g. sls. m 


g.m.; Donivan 


KENTUCKY 

Wenderson, WEHT (see Evansville, Ind.) 

Lexington, WLEX-TV (18) 134 N. Limestone 
St. tf Cls. A hr. $218.50, min. $3°.65 ID $21.85. 

rl L. Boyles, exec. v.p. g-m.; Jim Pen- 
nock, sls. m. 

Louisville, WAVE-TV (3) 334 E. Broadway. 
527,170 b&w Sce: gs & sta. 12,000 c. Cls. 
A hr. $1, 025, min. $230, ID $115. Nathan Lord, 
v.p. & m. Ralph Jackson, ¢.m. 

Louisville, WHAS-TV (11) 525 W. Broadway. 
Cls. A hr. $1,000, min. $200, ID $100. Vic- 
ad A. Sholis, v.p. & d.; Albert J. Gillen, sls. 


Paducah, WPSD-TV (6) 100 Television Lane, 
Box 1037. Cls. A hr. $400, min. $80, ID $40. E. 
J. Paxton Jr., v.p. & g.m. 


LOUISIANA 

Alexandria, KALB-TV (5) 6th & Washington 
Sts. 126,400 b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. ye ae L. Cobb, g.m.; 
Marvin Reuben. nat. 

Baton Rouge, WAFB-TV. Nes) 929 Government 
St. 104,000 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Tom E. Gibbens, p. & g.m.; Mer- 
vyn Rhys, c.m. 

Baton eone, WBRZ (2) 1650 Highland Rd. 
228,600 b&w Sce: Nielsen & sta. 400 c. Cls. A 
hr. "$250, min. $50, _= $25. John H. Bone, g-m.; 
Guy Corley, sls. 

Lafayette, KLFY.TV. “(10) 1301 yy 4 Ave. 185,837 
b&w Sce: SRDS 2,698 ec. Cls. A hr. $250, min. 
$50, ID $25. Dierrell Hamm, g.m.; Quitman 
Henley, tv sls. m. 

Lake Charles, KPLC-TV (7) <4 Division St. 
174,790 b&w Sce: sta. Cls. A hr. $250, min. 
50, ID _ Pelham Mills Jr., -g. m.; Art 
Reuben, sls. 

Lake Charles, KTAG-TV (25) 645 15th St., Box 
173. 62,167 b&w Sce: sta. Cls. A hr. ‘$150, 
min. $25, ID $12.50. Raymond Dorsey, g.m. 
Harper Clarke, asst. m. & sls. m. 

Monroe, KNOE-TV (8) KNOE Rd., Box 1713. 
285,000 b&w Sce: sta. 175 c. Cls. AA hr. $400. 
—- $80, ID $40. Paul H. Goldman, v.p. 

Jack Ansell Jr., tv sls. & prom. d. 

‘a ‘ésteres, WDSU-TV (6) 520 Royal St. 
429,313 b&w Sce: sta. 1,500 c. Cls. A hr. 
900, min. gpa ID $85. Robert D. Swezey, 
exec. v.p. & g ; A. Louis Read, v.p. & c.m. 

New Orleans, ‘WIMR-TV (20) 1500 Canal St. 
310,000 b&w Sce: sta. 3,000 c. Cls. A hr. $400, 
min. $80. ID $32. George A. Mayoral, v.p. & 
g.m.; Paul Beville, sls. & c.m. 





Odin S. Ramsland 
dent and stockholder, has been named 
general manager of KDAL-TV-AM Duluth 
by Mrs. Dalton Le Masurier, widow of 
the founder of the station who was 
killed in a plane crash in the Wyoming 
mountains last May. Robert A. Dett- 


(left), 


vice presi- 


man, (right), also a vice president 
and stockholder, has been named ex- 
ecutive vice president and continues as 
chief John 
Grandy, local and national television 
sales manager, continues in this posi- 


to Mr. 


engineer. In addition 


tion and becomes assistant 


Ramsland. 


New Orleans, WWL-TV (9) Fall ’57 

Shreveport. KSLA-TV (12) P.O. Box 92, Wash- 
ington Youree Hotel. 215,000 Sce: sta. Cls. A 
hr. $500, min. $100, ID $50. ne B. 
Linam, st. m.; Deane Flett, sls. 

Shreveport, KTBS-TV (3) 312 E. “Tees Hwy. 
301,610 b&w Sce: RETMA & sta. 600 ec. Cls. A 
hr. $400, min. $100, ID $50. Patrick J. White, 
st. m.; Joe B. Foster, c.m. 


. MAINE 

Bangor, WABI-TV (6) 55 State St. 107,000 b&w 
Sce: sta. 100 c. Cls. A hr. $300, ID $35. Leon 
P. Gorman Jr., v.p. g-m.; Robert McCaus- 
land sls. m. 

Bangor, W-TWO (2) 7 Main St. 110,000 b&w 
Sce: sta. Cls. A hr. $300, min. $60, ID $30. 
Murray 4% = & g.m.; Rudolph Mar- 
coux, v.D 

Poland aeing, WMTW (8) Riccar Inn. 288,000 
b&w Sce: Nielsen. Cls. A hr. $400, min. $80, 
ID $40. John H. Norton Jr., v.p. & g.m.; Car- 
ter Knight, renl. sls. m. 

Portland, WCSH-TV (6) 157 High St. 210,000 
b&w Sce: Nielsen & sta. 300 c. Cls. AA hr. 
$500, min. $100, ID $50. William H. Rines, 
mng. d.; Jack S. Atwood, tv. st. m. 

Portland, WGAN-TV (13) 390 Congress St. 
185,000 b&w Sce: sta. 100 c., Cls. A _ hr. 
$300. min. $60, ID $30. Creighton E. Gatchell, 

v.p. & g.m.: Richard E. Bates, sls. m. 

Pomme Isle, WAGM-TV (8) 489 Main St. 20,000 
b&w Sce: sta. Cls. A hr. a min. $30, ID 
_ Harold D. Glidden, g.m.; Forrest Craig, 
sls. m. 


MARYLAND 
Baltimore, WAAM (13) Television Hill. 733,163 
b&w Sce: sta. Cls. AA hr. ee! min. $250, 
&. Ken Carter, v.p. & g.m.; Pel Sch- 


¢.m. 

Baltimore, WBAL-TV (11) 2610 N. Charles St. 
741,543 b&w Sce: sta. 650 c. Cls. A hr. $1,500, 
min. $350, ID $175. Leslie H..Peard Jr. v.p. & 
st. m.; Willis K. Freiert, asst. st. m. & sls. m. 

Baltimore, —— > ,, W. Redwood St. 
745,727 b&w Sce: 2,417 ¢ Cls. A hr. 
$1, 500, min. $350, ID Si76. E. K. Jett, v.p. & 
tvd.; E. A. Lang, sls. m 

Salisbury, WBOC-TV (a6) Radio-Tv Park, 57,- 
110 b&w Sce: sta. Cis. A hr. $200, min. $37.50, 
TD $20. Charles J. Truitt, v.p., g.m. & nat. sls. 
m.; H. Wendell Henry, loc. sls. m. 


MASSACHUSETTS 
Adams, WCDC (19) Len Lavendol, res. m. Satel- 
lite of WCDA Albany, N. Y. 
Boston, WBZ-TV (4). "1170 Soldiers Field pe. 
1,507,149 b&w Sce: ARF & sta. 64 c. Cls. 
hr. $2.400, min. $550, cls. A ID $275. F. x 
Tooke, g.m.: James E. Allen, sls. m. 


Boston, WNAC-TV (7) 21 Brookline Ave. 1,458,- 
900 b&w Sce: sta. *c. Cls. A hr. $2,200, min. 
$380, ID $170. Norman Knight, exec. v.p. & 
g.m.; Thomas H. Bateson, sls. serv. & nat. 


sls. d. 
Boston, WMUR-TV (see Manchester, N.H.) 








Greenfield, WRLP (32) Box 32, Northfield Wal- 
lace Il. Green, st. m.; Philip J. Renison, sls. m. 
Satellite of WWLP Springfield. 

Springfield-Holyoke, WHYN-TV (55) 1300 Liber- 
ty. 2°0,000 b&w Sce: ARB & sta. 572 c. 
Cls. A hr. $600, min. $140, ID $60. Charles N. 
DeRose, g.m.: Patrick J. Montague, sls. m. 

Springfield, WWLP (22) Box 2210. 250,000 
b&w Sce: sta. 627 c. Cls. AA hr. $600, min. 
$140, ID $60. William L. Putnam, g.m. & 
treas.; James H. Ferguson Jr. sls. m 


MICHIGAN 

Ann Arbor, WPAG-TV (20) Hutzel Bldg. 31,000 
b&w Sce: sta. Cls. A hr. $150, min. $30, ID 
$15. Edward F. ~~ v.p. & g.m.; Kenneth 
MacDonald, sis. 

Bay City, WNEM- TV (5) 814 Adams. 580,536 
b&w Sce: RETMA 3,500 c. Cls. A hr. $680, 
— $135, ID $67.50. Harry E. Travis, v.p. & 

John J. Keenan, sls. m. 

Cadillac, WWTVYV (13) 419 N. Mitchell St. 384,614 
b&w Sce: ARF. Cls. A hr. $350, min. $70, ID 
$35. Gene Ellerman, v.p., g-m. & sls. m. 

Detroit, CKLW-TV (9) 3300 Guardian Bldg. 
1,596,000 b&w Sce: sta. Cls. A hr. $1,200, min. 
$240, ID $95. J. E. Gupsem. p. & g.m 
Norman Hawkins, nat. sls. m. 

Detroit, WJBK-TV (2) 7441 Second Blvd. 1,700,- 
000 b&w Sce: Nielsen & sta. 5,000 c. Cls. A 
hr. $2,600. min. $850, ID $325. Bill Michaels, 
v.p. & mng. d.; Keith T. McKenney, loc. sls 


m. 

Detroit, WWJ-TV (4) 622 W. Lafayette. 1,620,000 
b&w Sce: sta. 5.300 c. Cis. A hr. $2,400, min 
$600, ID $300. Edwin K. Wheeler, g.m.; Don 
DeGroot, asst. 2.m. 

Detroit, WXYZ-TV (7) 1700 Mutual Bldg. 1,610,- 
000 b&w Sce: Nielsen sta. Cis. AA hr. $2,200, 
min. $550, ID $220. James G. Riddell, p.&¢.m 
Ralph Dawson, tv sls. d. 

Flint, WIRT (12) Oct. 1957 

Grand Rapids, WOOD-TV (8) 120 Colleze Ave 
SE. 575,961 b&w Sce: Nielsen & RETMA 500 
ce. Cls. A hr. $1,175, min. $200, ID $100. 
Willard Schroeder, p. & g.m.; Arthur Swift, 
g.sls. m. 

Kalamazoo. WKZ0-TV (3) 124 W. Michigan 
690,450 b&w Sce: Nielsen & sta. *ce. Cls. A 
hr. $1,150, min. $230, ID $115. Carl E. Lee, 
v.p. & mng. d.; Donald W. DeSmit, Jr., sls. m. 

Lansing. WJIM-TV (6) 2820 E. Saginaw. 452,000 
h&w Sce: sta. 450 c. Cls. A hr. $900, min. $180 
ID $90. Harold F. — p. & g.m.; Gar 
Meadowcroft. g. sls. 

Lansing. WTOM-TV (34) 407% N. Washington 
Ave. 69,700 b&w Sce: sta. L. G. Christian, 
g.m.: Leonard P. Frankel, sls. m. 

Marquette. WDMJ-TV (6) 249 W. Washington 
St. 60.000 b&w Sce: sta. One hr. $150. min 
$30. ID $1". W. H. Treloar, g.m.; Robert 
Iuke, st. & sis. m. 

Saginaw. WKNX-TV (57) 221 S. Washington 
Ave. 160,000 b&w Sce: sta. 170 c. Cls. A hr. 
aos. min. $75. ID $37."0. William J. Edwards 

& o.m.: Rohert M. Chandler. c.m. 

me Citv, WPBN-TV (7) 314 Front St. 66,- 
057 b&w Sce: Sta. 31 c. Cls. A hr. $140, min 
$26.50, ID $14.F0. Robert E. Detwiler, m. 


MINNESOTA 


Austin, KMMT-TV (6) 218 Bradley Bldg., 10 E 
Superior St. 116,500 b&w Sce: sta. Cis. A hr. 
$200, —_ $08, iD $18. Gene Loffier, m.; Don 
Jones, sls 

Duluth, KDAL-TV (3) 10 E. Superior St. 134,- 
790 b&w Sce: sta. Cls. AA hr. $450, min 
$101.25, ID $45. Odin Ramsland, v.p. & c.m. 

Duluth-Superior, Wis., WDSM-TV (6) 230 E. 
Superior St. Duluth. 136,000 b&w Sce: 
RETMA. 320 c. Cls. A hr. $400, min, $80, 
— $40. C. D. Tully, g.m.; Tom Gavin, g. sls. 


Minncapelis, KMGM-TV (9) Foshay Tower. 632,- 
000 b&w Sce: sta. Cls. AA hr. $1,500, min. 
$225, ID $112.50. Larry H. Israel, exec. v.p. 


g-m. ’ 

Minneapolis-St. Paul, KSTP-TV (5) 3415 Uni- 
versity Ave., St. Paul. 615,000 b&w Sce: sta. 
200 c. Cls. A hr. $1,000, min. $250, ID $125. 
Stanley = Hubbard, p. & g.m.; Marvin Rosene, 
g. sls. 

sabcntaneiin, WCCO-TV (4) 50 S. 9 St. 691,900 
b&w Sce: sta. 400 c. Cis. A hr. $1,600, min. 
= ID $160. F. Van . a “eames exec. 

Robert N. Ekstrum, sls. 

stiepenpelie. WTCN-TV (11) 2925 Dean Blvd 
680,000 b&w Sce: sta. Cls. AA hr. $1,200, 
min. $250, ID $100. Miller C. Robertson, st.m. ; 
James R. Hoel, tv sls. m. 

Rechester. KROC-TV (10) 100 ist Ave. Bldg. 
144,440 b&w Sce: Nielsen & sta. 200 c. Cls. A 
hr. $250, min. $50, ID $25. Willard Lampman, 
st. m.; Will Jackson, sls. m. 


MISSISSIPPI 

Columbus, WCBI-TV (4) Gilmer Hotel. 66,500 
b&w Sce: sta. Cls. A hr. $180, min. $35, 
ID $15. P. B. Hinman, st. m.; W. W. Whitfield, 
sis.m. 

Hattiesburg, WDAM-TV (9) P.C. Box 1649. 
78,100 b&w Sce: sta. 246 c. Cls. A hr. $175, 
min. $35, ID $17.°0. Marvin Reuben, v.p. & 
@.m. ; Jerry Keith, sls. m. 

Jackson, WJTV (12) Box 8187. 186,000 b&w 
Sce: sta. Cls. A hr. $360, min. $80. ID $40. 
Owens F Alexander, st. m.; Bill Carlier, ¢.m. 
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Jackson, WLBY (3) «10 ©. Jefferson. 175,000 
b&w Sce: Nielsen & sta. 300 c. Cls. A hr. $365, 
min. $80, ID $40. Fred L. Beard, m.; Frank 
Gentry, ¢.m. 

Meridian, WTOK-TV Log Southern ng Box 
1771. 91,000 b&w Sce: Nielsen & sta. Cis. 
A hr. $275, min. $55, ‘D $27.50. babere F. 
wae, p. & g.m. W. B. Crooks, Jr., v.p. & 


Tupelo, WTWV (9) Bou Springs Rd. 30,000 
w Sce: sta. Cls. A hr. $150, min. $30, ID 
ry Frank K. Spain, p. & g.m. 


MISSOURI 


Cape Girardeau, KFVS-TV (12) 324 Broadway. 
167,6°4 b&w Sce: sta. 150 c. Cls. A hr. $400, 
min. $80, ID _ Robert O. Hirsch, st. m.; 
Jack Ramey, sls. m. 

Columbia. KOMU-TV (8) Highway 63 South. 
102,481 b&w Sce: sta. Cls. A hr. $200, min. 
> Ld Mog panes C. Lambert, g.m.; John 


o. 

Hexnibel, “RHOACTV (7) W.C.U. Bldg., Gainey. 
Til. 174,880 b&w Sce: Nielsen & sta. 124 c. Cls. 

A hr. $350, min. $70, ID $35. Walter J. Roths. 
child, .m. ~ ane sls. m.; Merritt Milligan, 
asst. m. & p: 

Jefferson City. "KRCG-TV (13) Callaway Hills 
Farms, Hwy. 54 N. 113,780 b&w Sce: RETMA. 
Cls. A hr. $200, min. $40, — $20. Robert 
Blosser, g.m.; Ron Maxwell, sls 

Joplin, KODE-TV (12) — w. 13th. "136, 547 b&w 
See: sta. 50c. Cls. A hr. $300, min. $67.50, ID 
$30. Harry D. Burke, v.p. g-m.; D. 
Knight, sls.m. 

Kansas City, KCMO-TV (5) 125 E. 3ist St. 
502.050 b&w Sce: Nielsen, $~ ec. Cls. AA hr. 
$1 400, min. $300, ID $150. E. K. Hartenbower, 
gz.m.; S. B. Tremble, ¢c.m 

Kansas City. KMBC-TV (9) KMBC bidg., llth & 
Central. 494,323 b&w Sce: sta. 110 ec. Cls. A 
% hr. $480, min. $16a, ID $80. John T. 
Schilling, —o & gm George J. Higgins, 
v.p. & sls. 

Kancas City. WDAF-TV (4) 3030 Summit St. 
653,746 b&w Sce: Electric Assn. 2,077 c. Cls. 
y - _ min. $212, ID $106. William A. 

E. Manne Russo, sls.m. 

Kirksville. KTVO (3) 209 E. 2nd St., Ottumwa, 
Ta. 229.974 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. Berg Allison, st.m.; Elmer 
Smith, e¢.m. 

St. Joseph, KFEQ-TV (2) 40th & Faraon Sts. 
180.867 b&w Sce: Electric Assn. of Kansas 
City. Cls. A hr. $300, min. $60, ID $30. Glenn 
G. Griswold, g.m.; A. ayne Beavers, c¢.m. 

St. Leuis, KSD-TV (5) 1111 Olive St. 967,000 
b&w Sce: sta. *c. Cls. A hr. $1,200, min. 
$300, TD $150. George M. Burbach, st. m.; 
Gny E. Yeldell, sls.m. 

St. Louis, KTVI (2) 5915 Berthold Ave. 967,002 
b&w Sce: sta. Cls. AA hr. $1,000, min. $250, 
1D $125. J. J. Bernard, v.p. & g.m.; John 
Hvatt. sls. m. 

St. Louis, KWK-TV (4) 1215 Cole St. ¢ * Cls. A 
hr. $1,500, min. $330, ID $165. Robert T. 
Gave. p. & g.m.; V. E. Carmichael, v.p. & 
sls 

Sedalia, KDRO-TV (6) F ngs W. Broadway. 57,- 
000 b&w Sce: sta. Hr. $200, min. $30. Le 
Chapman, g.m. * Trotman, sls.m. 

Springfield. KTTS-TV (10) Box 1716, SSS. 
111,188 b&w Sce: ARF & sta. 170 c. Cls. A 
hr. $325, min. $81.25, ID $32.50. G. Pearson 
Ward. v.p. & om. 

Sasteetee, KYTV (3) 999 W. Sunshine. 114,000 

See: sta. 200 c. Cls. A hr. $325, min. 
$81 “25, ID $56.88. R. L. Stuffebam co-m. & 
¢.m.; Carl Fox, co-m. & pgm. m. 


MONTANA 

Billings, KOOK-TV (2) aes ae. 39,754 b&w 
See: Nielsen & sta. Cls. hr. $200, min. $45, 
ID $22.50. V. V. cle.” exec. v.p. & g.m.; 
John H. Conner, c.m 

Botte. KXLF-TV @ 1003 S. Montana. 50,380 
b&w A yt ARB & sta. Cls. A hr. $200, min. 
-. = $20. E. B. Craney, st.m.; Arne Anzjon, 


Gaeiee, KXGN-TV (5) Sept. 1957 

Great Falls, KFBB-TV (5) Box 1139. 32,000 
b&w Sce: sta. Cls. AA hr. $200, min. $40, 
$20. J. P. Wlkins, p. & g.m.; W. C. Blanch. 
ette. st.m. 

Kaispell, KGEZ-TV (9) Box 439. Cls. A hr. $125, 
min: $20, ID $10. a K. Vick, v.p. & g.m.; 
Robert S. Bennett, 

a, SS KMSO-TV 3) 340 W. Main. 37 = 
h&w Sce: sta. Cls. A hr. $150, min. $30, 
oe A. J. Mosby, p.; S. John Schile, g.m. ” 

sls.m. 


NEBRASKA 
Hastings, “7 A, 4 Box 476, 105,594 b&w 
Sce: sta Cis. A 


x $250, min. $43.75, ID 
$21.88. *. A. L. Wate g-m.; Harry H. 
Packard, sls. & opertns. m. 

Hayes Center. —" (6) — Satellite of 
KHOL-TV Kearn 

Keornev. KHOL-TV. (43) 414 E. Ave., Holdrege. 
119,000 b&w Sce: sta. 50 c. Cls. A hr. $300, 

'D £29. Jack Gilbert, st. m. & sls. m. 

=e (10) 40 & W. 218,489 

A. Cls. A hr. $350, min. $70, 
ID “$35. ‘AL a Ebel, v.p. & g.m.; Lester C. 


sls. 
Omaha, KETV (7) Sept. 757 
Omaha, KMTV (3) 2615 Farnam St. 412,250 


b&w Sce: Nielsen & sta. 2,500 c. Cls. A hr. 
— a $225, ID a Owen Saddler, exec. 
&c Arden E. Swisher, g. sls. m. 
@nahe, Wow-TV (6) Insurance Bldg. 422,000 
w Sce: sta. *c. Cls. A hr. ry min. $170, 
ID "$80. te oy z Fogarty, v-p. g.m.; 


Ebene’ sls. 
Scottsbluff. ‘KSTF’ (10) Satellite of KFBC-TV 
Cheyenne, Wyo. 


NEVADA 

Las Vegas, KLRJ-TV (2) 4850 we Hwy. 
30,500 b&w Sce: sta. 150 c. Cls. A hr. $225, 
min. $45, ID $22.50. William D. Stiles, g.m.; 
Pat Burke, sls. m 

Las Vegas. KLAS-TV (8) Wilbur Guts Desert 
Inn. 32,500 b&w Sce: sta. Cls. A . $250, 
min. $50, iD $25. Marian ¥. Komer, ‘om. & 
nat. sis.m.: Alex Gold, loc. sls. m. 

Las Vegas, KSHO-TV (13) Fremont Hotel. Ira 
Laufer. g.m.: Bob Gardner, sls.m. 

Reno, KOLO-TV (8) 770 E. Fifth. 55,129 béw 
Sce: ARF & sta. Cls. A hr. $300, min. $60, 
ID $30. Harry Huey, g.m.; Lee D. Hirshland, 


loc. sis.m. 


NEW HAMPSHIRE 
Manchester, WMUR-TV (9) 1819 N. Elm St. 
965,000, b&w Sce: sta. Cls. A hr. $700, min. 
$i6F, ID $70. Norman A. Gittleson, exec. v.p. 
& g.m.; Gordon Moore, nat. sls.m. 
Mt. Washington. WMTW (see Poland Spring, 
Me.) 


NEW JERSEY 
Newark-New York, N.Y., WATV (13) 515 eat. 


eon Ave., N.Y. 4,730,000 b&w Sce: sta. 
hr. $1, 500, min. $300, ID $150. Irving R. 
Rosenhaus, p. & g.m.; Edward Cossman, g. 


sls. m. 


NEW MEXICO 

Albrquerque, KGGM-TV (13) 1414 Coal Ave. SW. 
113,960 b&w Sce: sta. 250 c. Cls. A hr. wee, 
min. $60, ID $30. 4. ty "eames p. & g.m. 
Ralph C. Rhoads, & a 

ye KOAT TV (D) 122 Tulane Dr. SE. 
112,600 w Sce: sta. 100 c. Cls. A hr. $300, 
min. $44, ID $19. Walter J. Stiles, —_. v.p. 
& st.m.: Clinton D. McKinnon, p. & g 

Alh~auerave. KOB-TV (4) 1430 Coal Pg “sw. 
112,600 b&w Sce: sta. 250 c. Cls. A hr. $410, 
min. $85, ID, $42.50; eS Johnson, st. m. ; 
olfh S. Nielcen. sls. 

Carlsbad, KAVE-TV (6) "2907 W. Church St. 
35,000 b&w Sce: sta. Cls. A hr. $150, min. $30, 


ID $20. John me Battison, g.m. sls.m.; Don 
Husted, asst. 
Clovis, KICA-TV. ma2) 1000 Sycamore St., Box 


111. 2,000 b&w Sce: sta. Cls. A hr. $150, min. 
$29. ID $15. Robert L. Sander, st.m.; Jim 
Richardson. sls.m. 

R-swell, KSWS-TV (8) 1717 W. 2nd St. 71,870 
b&w See: RETMA & sta. 133 ec. Cls. A hr. 
$250, min. $50, ID $25. John A. Barnett, o. & 
g-m.; Paul B. McEvoy, sls. m. 

Santa Fe, KVIT (2) Oct. 1957 


NEW YORK 


Albany. WCDA (41) Box 4100. 225,000 b&w sce: 
sta. Cls. A hr. $625, min. $130, ID $65. 
Thomas S. Murphy, g.m.; William Lewis, 


sls. m. 

Albany, WTRI (35) Box 4035. 224,000 b&w Sce: 
sta. Cls. A hr. $400, min. $75, ID $37.50. Wil- 
liam ‘A. Riple, g.m.; Dom Tovino, sls. m. 

Binghamton, WNBF-TV (12) 1 Henry St. 385,- 
000 b&w Sce: sta. *c. Cls. AA hr. $1,000, min. 
$225, ID $100. George R. Dunham, g-m.; An- 
drew G. Hubbell. ¢. sls. m. 

Binahamton, WINR-TV (40) Sept. ’57 

Buffalo, ee (4) Hotel Statler. 606,540 
b&w Sce: 239 ¢. Cls. A hr. $1,050, min. 
at ID "308. Ge George R. Torge, st. m. Nicholas 

alter, sls. 

Buffalo, WBUF (17) 2077 Elmwood Ave. 225,000 
b&w Sce: ARB & Niagara Mohawk Fy 
Corp. Cls. AA hr. $650, 20 sec. $110, ID $50. 
ay C. Bevis Jr., g.m.; William B. Decker, 
sls. m. 

Buffalo, WGR-TV (2) 184 Barton St. F95,762 U.S. 

664,036, = b&w Sce: Niagara 

& RTSMA of Canada. 

Cls. A hr. $980, a $155, ID $80. Van Beuren 

De Vries, st. m.; G. Paschall Swift, sls. & 


prom. m. : 

Carthage-Watertown. WCNY-TV (7) Box 211, 
Watertown. = b&w Sce: ~. Cls. A hr. 
£200. min. $40. ID $20. James W. » ee. © 
d.;: Alfred M. Dna nat. sls. 

Elmira. WSYE-TV Ag 46,576 baw Satellite of 
WSYR-TV Syra 

ee. WCDB “29) Satellite of WCDA Al- 
an 

New York, WABC-TV (7) 7 W. 66th St. 4, 800, 
000 b&w Sce: sta. Cls. ‘A hr. $4,150. min. 
$750. TD $470. Robert L. Stone. v.p. & g.m.: 
Jesenh Stamler. sls. m. 

New York. WABD (5) Du Mont Television Cen- 
ter, 205 E. 67th St. 4.200.000 b&w Sce: sta. 
Cls. A hr. $2,200, min. Ae og ID $212.50. Ben- 
net H. Korn. v.p. 

New York, WATV (see "Newark? 

New Vork WCBS-TV (2) 485 Madison Ave. 
4,745,000 b&w Sce: sta. 3,000 c. Cls. A hr. 
$7.500. min. $1,500, ID $770. Sam Cook 
Digges, g.m.; Frank Shakespeare, g. sls. m. 





New York, WOR-TV (9) 1440 Broadway. 4,730,- 
000 b&w Sce: sta. Cls. A hr. $2,000 min. 3500. 
ID $200. Gordon Gray, exec. v.p. & g.m.; Wil- 
liam P. Dix Jr., sls. m. 

New York, WPIX (11) 220 E. 42nd St. 4,700,000 
b&w Sce: NBC. Cis. A hr. $2,000, min. $500, 
ID $17F. Fred M. ketene v.p. & g.m.; John 
A. Patterson, sls. 

New York, WRCA-TV (4) RCA Bldg. 30 Rocke- 
feller —. 4,765,000 b&w Sce: sta. 25,000 c. 

$9,200, 20 sec. — ID $1,150. 
William .* ‘Davidson, g.m.; Jay J. Heitin, 


sls. d. 
Plattsburgh, WPTZ (5) 357 Cornelia St. 170,000 
S. b&w. 350.000 Canada b&w Sce: sta. Cls. 
hr. $400, min. $80, ID $40. George Baren 
Raps g.m.: Albert La France, loc. sls. m. 
Rochester. WHEC- TV (10) 40 Franklin St. 327,- 
000 U.S. b&w, 31,500 Canada b&w Sce: sta. 


400 ec. Cls. A hr. $700, min. $140. C. Glover 
Satan. v.p. & gm.; Le Moine C. Wheeler, 
g. sls. 

em digg “WROC-TV (5) 201 Humboldt > 


307,750 b&w Sce: Nielsen & sta. 400 c. Cls. A 
hr. $700, min. $175, ID $87. _ William Fay, 
g.m.: Armin N. Bender. sls. 

Rochester, WVET-TV (10) 17 "s. Clinton Ave. 
327,000 U.S. b&w. 31.500 Canada b&w Sce: 
sta. 400 c. Cls. A hr. $800, min. $150, ID $75. 
Ervin F. Lyke, Re & g.m.; Arthur Murrell- 
wricht, «. sls. 

Schenectady. WRCS (6) Washington Ave. 510,- 
000 b&w Sce: sta. 250 c. Cls. A hr. $1, 100, 
min. $200, ID $100. Capmend W. Welpott, m. 
Robert F. Reid. sls. 

Syracuse, WHEN-TV (3) 101 Court St. 400,000 
b&w Sce: sta. *e. Cls. A hr. $1,000, min. 
$250, ID $12°. Paul Adanti. v.p. & g.m.; Fred 
Menzies, ¢.m. 

Syracuse, WSYR-TV (3) 224 Harrison St. 479,- 
950b&w Sce: Nie'sen & sta. *c. Cls. A hr. $900, 
min. S17E, ID $97.50. E. R. Vadeboncoeur, p. & 
¢.m.: William R. Alford. sls. d. 

Utica, WKTV (13) ww Hill Rd. 215,400 b&w 
S-e: sta. 200 c. Cls. A hr. $55° $100, ID 


$55° “ni 
$40. Michael C. Fusco, g.m. & sls m. 


NORTH CAROLINA 
Asheville, WISE-TV (62) 92 Mayweed St. 40,000 
b&w Sce: RETMA & sta. Cls. A hr. $150, min. 
$30, ID $15. George Norman Jr., g.m. & nat. 


sls. m. 

Asheville, WLOS-TV (13) 288 Macon Ave., 316,- 
213 b&w Sce: sta. Cls. A hr. $450, min. $90, ID 
$45. Charles B. Britt, exec. v.p.; Henry Joe 
Br'tt. rgnl. sls. m. 

Charlotte, WBTV (3) 1 Jefferson Pl. 574,531 
b&w Sce: sta. 896 c. Cls. A hr. $1,000, min. 
$250, ID us. Kenneth I. Tredwell, v.p. & 
ae at Wallace J. Jorgenson, asst. m. d. 


Chaviotte. WSOC-TV (9) 2221 N. Tryon St., 
635,000 b&w Sce: sta. 2,000 c. Cls. A hr. $900, 
min. $160, ID $80. Larry —" p. & g.m.; 
C. George Henderson, exec. 

Durham, "WTVD (11) — uarten Rd. 316,071 
b&w Sce: sta. Cls. A hr. $550, min. $110, ID 
$55. Harmon L. Duncan, p. g-m.; Mike 
Thompson, sls. m. 

Fayetteville. WFLB-TV (18) 1332 Bragg Blvd., 
Box F12. 20.000 b&w Sce: sta. Cls. A hr. $150, 

$20. William D. Bailey, m.; 
W. B. Belche, ¢.m. 

Greensboro, WFMY-TV (2) Phillips Ave. at 
White St. 495,183 b&w Sce: RETMA 274 ec. 
Cis. A hr. $800, min. $160, ID $80. Gaines 
Kellev. g.m., Joe E. Lake, sls m. 

Greenville, WNCT (9) Evans St. extension. 195,- 
000 b&w Sce: sta. 100 c. Cls. A hr. $400, min. 
$100, ID $40. 1. seamen Campbell, g.m.; John 
G. Clark Jr., 

Raleigh, WNAO-TV (28) 2128 Western Blvd. 
140,125 b&w Sree: sta. 100 c. Cls. A hr. $325, 
min. $6", TD $32.50. G. Roeer Rower, v.p. 
g.m.; Joseph F. McGinley, loc. sls. m. 

Raleigh. WRAL-TV (5) 1117 Hillsboro St. 337,- 
503 b&w Sce: ARF. 400 c. Cis. A hr. $600, 
min. $120. ID $60. Fred Fletcher, v.p. & g.m.: 
Fletcher Trrner. nat. sls. m. 

Washington, WITN (7) Highway 17 S. 200,281 
b&w Sce: sta. 300 c. Cls. A hr. $325, min. 
$65. ID $32.50. W. R. Roberson Jr. p p. & g.m; 
T. H. Patterson. v.v. che. sls. 

Wilmington WMFD-TV (6) 223-225 Princess St. 
Radio Bk'g. 172,000 b&w Sce: RETMA. 55 c. 
Cis. A fr. $350, min. $70, ID $35. R. A. 
eg Jc., p. & g.m. Claud O’Shields, loc. 
sls. m. 

Winston-Salem. WSIS-TV (12) 419-21 N. Spruce 
St. 618,139 b&w Sce: ARF & RETMA. 600 c. 
Cis. A hr. $600, min. $125. ID $62.50. Harold 
Essex, v.p. & g.m.; Harry B. Shaw, g. sls. m. 


NORTH DAKOTA 


Bismarck, KBMB-TV (12) Frank Fitzsimonds. 
m.; W. L. Hurley, Nn chg. sls. Satellite of 
KXJB-TV Valley 

Bismarck, KFYR-1'V S) 200% Feet St. 51,- 
100 b&w Sce: ARF & sta. Cls. A hr. $275, min. 
$60, ID $30. Cal Culver, st. m ; A. L. Ander- 
son, g. sls _m. 

Dickinson. KDIX-TV (2) 119 Second Ave. W. 
28,250 b&w Sce: Nielsen & RETMA. Cls. A 
hr. $150, min. $30, ID $15. Orville F. Burda, 
z.m.; James O’Leary, sls. m. 

Farro. WDAY-TV (6) 207 N. Fifth. 92,679 
b&w Sce: RETMA & sta. 250 c¢. Cls. AA hr. 
$450, min. $90, ID $45. Tom Barnes, g.m. 














Grand Forks, KNOX-TV (10) Box 1110, State 
Mill Rd. 40,000 b&w Sce: sta. Cis. A hr. 
$200, — $40, ID $15. Robert C. Lukkason, 
nat. sis 

Minot, KCJB-TV (13) 15-A W. Central Ave. 
29,000 b&w Sce: sta. Cls. A hr. $175, min. 
$35. John W. Boler, p. & g.m.; Chester Rietan, 


¢.m. 

Valley City, KXJB-TV (4) 400 Main Ave., Fargo. 
160,000 b&w Sce. RETMA. 400 c. Cls. A hr. 
$5uuv, min. $100, ID $ 0. John W. b ae p- 
& g.m.; Wm. L. Hurley, v.p. chez. 

Williston, KUMV-TV (8) Satellite of KFYR-TV 
Bismarck. 


OHIO 

Akron, WAKR-TV (49) Television Center, 853 
Copley. 174,066 b&w Sce: sta. Cls. A hr. $300. 
min. $60, ID $30. S. Bernard Berk, p.; Roger 
G. Berk, v.p. & g.m 

Cincinnati, WCPO-TV (9) 2345 Symmes St. 
850,800 b&w Sce: ARF & sta. Cls. A hr. $1,200, 
min. $150, ID $50. M. C. Watters, v.p. & g.m.; 
Glenn C. Miller, asst. g.m. & sls. m. 

(12) 8th & Broadway, 


Cincinnati, WKRC-TV 
543,524 b&w Sce: sta. 1,000 c. Cls. AA hr. 
$1,200, min. $300, ID $150. David G. Taft, 


exec. v.p. & g.m.: Roger B. Read, g. sls. m. 

Cincinnati, WLW.T (5) 140 _ 9th St. 505,110 
b&w Sce: sta. 92 c. Cls. A hr. $900, min. $100, 
ID $40. R. E. 1 p. & g.m.; James J 
“Steve” Crane, sls. 

Cleveland, KYW-TV @) 815 Superior Ave. NE. 
1,210,000 b&w. : Nielsen & sta. 4,600 c. 
Cis. A hr. $1,100, =. $240, ID $120. Rolland 
V. Tooke, v.p. & g.m.; Albert P. Krivin, sls. m. 

Cleveland, WEWS 5) _ Euclid at 30th 1,210,000 
b&w Sce: RETMA sta. Cis. hr. $1,060, min. 
$350, ID $150. oy Cc. Hanrahan, g-m.; John 
H. Foley, loc sls m. 

Cleveland, WJW-TV (8) 1630 Euclid Ave. 1,- 
146,1°0 b&w Sce: sta. *e. Cls. AA hr. $2,000, 
min. $525, ID $263. 4 Wickham, mng. d.; 
Frank Barron, loc. sls. 

Columbus, WBNS-TV (10) "33 N. High St. 552,- 
700 b&w Sce: ARF & sta. Cls. A hr. $780, 
min. $1F0, ID $60. ~—— A. Borel, tv. d.; 
Robert D. Thomas, sls. 

Columbus, WLW-C (4) 3165 Olentangy River 
Rd. 2,000 c. Cls. AA hr. $8 00, min. $175, ID 
_ James Leonard, g.m. ; Gregory Lincoln, 
sls. m. 

Columbus, WTVN-TV (6) 753 Harmon Ave. 500,- 
400 b&w Sce: sta. Cls. A hr. $825, min. $140, 
ID $56. J. W. ea g-m.; R. C. Wiegand, 
asst. g-m. & nat. sls. m. 

Dayton, WHIO-TV (7) 1414 ace Ave. 
511,310 b&w Sce: sta. Cls. hr. $7 0, min. 
$150, ID $55. Robert H. Moody, g.m.; Walter 
E. Wolaver, c.m. 

Dayton, WLW-D (2) 4595 S. Dixie Hwy. 458,120 
b&w Sce: Nielsen & sta. *c. Cls. AA hr. $800, 
min. $175, 4 $70. George Gray, g.m.; Dale A. 
Smith, sls. 

Lima, WIMA-TV (35) 1424 Rice Ave. 76, 4 
b&w Sce: sta. Cls. A hr. $200, min. $40, 
$20. Robert W. Mack, v.p. & g.m.; J. ? 
Spring, tv sls. m. 

Steubenville. WSTV-TV (9) 428 Market St. 1,- 
045,580 b&w Sce: Nielsen. *c. Cls. A hr. $500, 
= ‘ce ID $50. John J. Laux, exec. 

; Joseph M. Troesch, asst. g.m. 

Tolato” WSPD-TV (13) 136 Huron St. 406 ,000 
b&w Sce: ARF & sta. 300 c. Cls. A hr. $1,000, 
min. $170, ID $85. Allen L. Haid, v.p. & 
mng. d.; Bill Ashworth, nat. sls. m. 

Youngstown, WFMJ-TV (21) 101 W. Boardman 
St. 180,304 b&w Sce: sta. 150 ¢. Cls. A hr. 
$400, min. $80, ID $40. William F. es Jr., 
p.; Mitchell Stanley, st. m. & sls. 

Youngstown, WKBN-TV (27) 3930 Enant Blvd. 
202,581 b&w Sce: sta. 300 c. A hr. $450, 
min. $90, ID $45. W. P. Williamson Jr., p. & 
g.m.; J. L. Bowden, st. 

Zanesville, WHIZ-TV_ (18) Lind Arcade Bidg., 
N. Fth St. 51,349 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. Allen Land, mng. d.; 
Nate Milder, sls. 4 


OKLAHOMA 
Ada, KTEN (10) Box 10. 97,033 * &w Sce: 
500c. Cls. A hr. $225, nin. £*° ID $15. Bai 
shower, p. & g.m.; Brown Morris, v.p. & 
m. 


PR. A. KVSO-TV (12) 114 N. Washington, 
84, in, $80," 1. $15. John sta. Cls. A hr. og 
min 5. John Easly Riesen, g.m. 
Gordon E. ck, s fs 

Enid, KGEO-TV 6) 206" E. Randolph, Box 1589. 
370,000 b&w Sce: sta. Cls. A hr. were min. 
$120, ~ &-. $60. George Streets, st. m.; Charles 

eys, 8 

Lawton, KSWO-TV (7) 4 miles east of T awton on 
State Hwy 7: 78,312 b&w Sce: Sta. Cls. A hr. 
$1F0, min. $30. ID $15. Emmett L. Keough, 
gz.m.; Al Shore, sls. m. 

Oklahoma City, KWTV (9) 7400 Lincoln Blvd. 
370,757 b&w Sce: sta. 400 c =~ s. AA hr. $900, 
_ $225, ID $112.50. Edgar T - Bell, v.p. 

L. Vance, sls.m. 

Oklahoma City, WKY-TV (4) 500 E. Briton Rd. 
360,000 b&w Sce: sta. 750 c. Cls. AA hr. $950, 
min. $240, ID $120. ee W. Welpott, m. ; 
Jim Terriel, nat. sls. 

Tulsa, KOTV (6) 302 s. Frankfort. 309,000 b&w 
Sce: sta. *e. Cls. A hr. $825, min. , ID 
$100. J. C. Richdale Jr., v.p. & g.m.; George 
Stevens, c.m. 





John Keenan, new director of sales 
for wane-tv Ft. Wayne, has been 
general sales manager of WNEM-TV 
Saginaw for the past two years. Before 
that he had similar positions at WBZK- 
tv Battle Creek and wsjv-tv Elkhart. 


Tulsa, KTVX (8) P. O. Box 9697. 319,312 b&éw 
Sce: sta. Cls. AA hr. $600, min. $120, 1D $60. 
Mike Shapiro, v.p. & mng. d.; Bill Swanson, 


Tulsa, KVOO-TV (2) 3701 S. Peoria. 325,000 
b&w Sce: sta. 350 c. Cls. AA hr. $750, min. 
$175. ID $87.50. C. B. “Brownie” Akers, exec. 
v.p. & g.m.; John Devine, c.m. 


OREGON 
Epgene, KVAL-TV (13) Box 548, 79,611 b&w 
Sce: sta. * c. Cls. A hr. $225, min. $45, 
ID $23. * W. McCready, g.m.; Phil George, 


loc. sls. 

Klamath Falls, KOTI-TV (2) Box 732. 17,771 
b&w Sce: ARB&RETMA Cis. A hr. $150, 
min. $30, ID $15. Walter R. Richartz, st. m. 

Medford, KBES-TV (5) Box 1189. 40,111 b&w 
Sce: ARB&RETMA Cis. A hr. $250, min. $50, 
ID $25. Jerold R. Poulos, st. m. Edward 
Barnett, sls. m. 

Portland, KGW-TV (8) Broadcast House, 1139 
SW. 13th Ave. 393,145 b&w Sce. sta. 1,100 c. 
Cls. A hr. $600, min. $150, ID $75. Walter E. 
Wagstaff, st. m.; John H. Pindell, sls. m. 

Portland, KPTV (12) 735 S.W. 20 Place. 350,000 
b&w Sce: sta. *c. Cls. A hr. $700, min. $120, 
ID $60. Frank J. Riordan, v.p. & g.m.; Donald 


E. Tykeson, sls. m. 

Portland, KOIN-TV (6) 140 S.W. Columbia St. 
385,550 b&w Sce: ARF. 200 c. C. Howard Lane, 
v.p. & mng. d. John L. Palmer, nat. sls. m. 

Roseburg, KPIC (4) Box 548, Blanton Heights, 
Eugene. 77,235 b&w Sce: sta. Cls. A hr. $150, 
min. $30, ID $15. Aaron Boe, st. m. Optional 
satellite to KVAL-TV Eugene. 


PENNSYLVANIA 


aan, wearer (10) ~~ llth Ave. 414,000 

sta. hr. $750, min. $170, 
» ‘375. ened Beale, ca ; William Krough, 
m 


puthichem, WLEV-TV (51) Savercool Ave., 
———— Hill, Box 111. 71,450 b&w Sce: sta. 
Cc = $200, min. $30. Elwood C. Ander- 
son, “ George H. Ettele, c.m. 

Easton, WGLV (57) - Nazareth Rd. 94, — 
&w Sce: sta. Cls. A hr. $175, min. $30, 
$15. Charles Thon, g.m.; Nelson S. tectacy, 
bus. m. & nat. adv. m. 

Erie, WICU (12) 3514 State St. 222,500 b&w 
Sce: sta. 400 c. Cls. A hour. $700, min. $140, 
ID $37.50. Ben McLaughlin, g.m.; Bob Lun- 


quist, c.m. 
Erie, WSEE (35) 1220 Peach St. 71,920 b&w 
Sce. Nielsen & sta. Cls. AA hr. $300, min. $60, 
= $30. Cecil M. Sansbury g.m.; Roger Garrett, 
sls. m. 
Harrisburg, WHP-TV (55) 216 Locust St. 241,- 
449 b&w Sce: sta. Cls. hr. $325, min. $6f, 
ID $32.50. R. A. “Dick” Redmond, g. m. 
Harrisburg, WTPA (27) 3235 Hoffman St. 247,- 
750 b&w Sce: sta. 625 c. Cls. A hr. $350, min. 
$70, ID $35. Donald D. Wear, g.m.; Allan P. 
Solada, sls. m. 
Johnstown, WARD-TV (56) Porch Bldg. ——_ 
b&w Sce: sta. Cls. A hr. $200, — $37.£ 
Richard J. Butterfield, g.m. & sls. 
Johnstown, Week “e (6) 329 vy. St. 2 ,093,554 

b&w Sce: A. 625 c. Cls. A hr. $900, ), min. 
$225, ID $112. 50. Alvin D. Schrott, g.m.; John 
Hepburn, sls.m 

Lancaster, WGAL-TV (8) Lincoln Hwy. W. 
917,320 b&w Sce: sta. 1,500 c. Cls. AA hr. 
$1,200, min. $240, ID $120. “clair R. Mc- 
Collough, p. g-m.; J. Robert Gulick, asst. 
g.m. chg. sls. 


Lebanon, WLBR-TV (15) R.D. #5. 189,000 b&w 


Sce: sta. Cls. A hr. $200, min. $46, ID $20. 
iS - Palmer, g. m.; Leonard Savage, 
opertn: 


Philadelpiua, “WCAU-TV (10) City & Monument 
Aves. 2,094,252 b&w Sce: sta. 12,700 c. Cis. 
A hr. $3,250, min. $750, ID $375. Donaid W. 
brag ey p. & g.m.; Robert M. McGredy, 
v.p. che. sis. 

Philadelphia. WFIL-TV (6) 46th & Market Sts. 
2,235,000 b&w Sce: sta. Cls. A hr. $3,200, 
min. $750, ID $375. George -- Rectan, st.m. ; 
Kenneth W. Stowman, «-s 

Philadelphia, WRCV-TV (3) “NBC Bidg., 1619 


Walnut St. 2,090,000 b&w Sce: sta. 4,000 ec. 
Cls. AA hr. $3,200, AAA 20 sec. $825, AAA 10 
sec. $415. Lloyd E. Yoder, v.p. & g.m.; Theo- 


dore Walworth Jr., sis.d. 

Pittsburgh, KDKA-TV (2) 1 Gateway Center. 
1,200,000 b&w Sce: SRDS. 1500 c. Cls. A 
br. $1,700, min. $350, ID $175. Jerome R. 
Reeves, m. Stilli, sls. m. 

Pittsburgh, WENS (16) Carlton House. snes 
b&w Sce: ARB. Cls. A hr. $450 min. $90, 
$45. Larry H. Israel, v.p. & g.m.; Vera Olden, 
b re, els. serv.m. 

Pittsburgh, WIIC (11) Sept. 1957 

Scranton, WARM-TYV (16) 333 Madison Ave. 300,- 
000 b&w Scc: sta. Cls. A hr. $22°, min. $45, 
ID $22.50. Wiliinem Dawson, st. m.; Sam Fei- 
senbaum, c.m. 

Scranton, WDAU-TV (22) 1000 Wyoming Ave. 
320,000 b&w Sce: sta. 5% -. Cls. A hr. $600, 
min. $125, ID $62.50. Vance L. Eckersley, g. 
m.; Anton “Tony” Moe, g. sls. m. 

Wilkes-Barre, WBRE-TV (28) 62 5S. 
St. 320,000 b&w Sce: sta. 500 c. Cls. A hr. 
$525, min. $105, ID $52.50. David M. Balti- 
more, v.p. & g.m.; Ernest Lewis. s!s. m. 

Wilkes-Barre, WiLK- TV (34) 88 N. Franklin 
St. 356,000 b&w Sce: sta. Cls. A hr. $375, 
min. $75, ID $37.50. Koy E. Morgan, exec. 
v.p.: Thomas P. Shelburne, mne. d. 

Ww iiemspert, WRAK (36) Fail 1957 

York, WNOW-TV (49) Cis. A hr. $200, min 


Franklin 


$37."0. Richard E. Burg, st. m. & c.m.; 
Edward Schwalm, sls. prom. m. 
York. WSBA-TV (43) S. Queen St.. Extended. 


138,480 b&w Sce: Metropolitan Edison. Cls. 
A hr. $200, min. $37.50. ID $20. Louis J Appell 
Jr., p.; Robert M. Stough, sls. m. 


RHODE ISLAND 
Providence, WJAR-TV. (10) 176 Weybosset St. 
1.404.002 b&w Sce: sta. 3,000 c. Cls. AA hr. 
$1,300, min. $310, ID $150. J. S. “Dody” Sin- 
clair, admin. asst. to v.p.; Ed Boghosian, sls. 


m. 
Providence, WPRO-TV (12) 


WPRO Bide. 24 
ason St. 1,404,202 b&w Sce: sta. Cls. 
hr. $1,100, min.. $225, ID $113. William S. 


Cherry Jr., p. 


SOUTH CAROLINA 


Anderson, WAIM-TV (40) 321 Kingsley Rd. 
Cls. A hr. $150, min. $30, ID $18.75. Glenn P. 
Warnock, g-m.; John McCallum, sls. m. 

Charleston, WCSC-TV (5) 485 East Bay. ft 
b&w Sce: sta. *c. Cls. A hr. $300, min. $75, ID 
$35. Roland Weeks, m. & nat. sls. m.; Ralph E. 
Thornley, loc. & rgnl. sis. m. 

Charieston, WUSN-TV (2) Box 879. 200,000 b&w 
Sce: sta. 1,000 c. Cls. A hr. $300, min. $7°, ID 
$°%5. J. Dravton Hastie. p., g.m. & sls. m. 

ia, WIS-TV (10) 1111 Bull St. 184,790 
b&w Sce: Nielsen & RETMA .150 c. Cls. AA 
hr. $450, min. $110, ID $55. Laue A. Batson, 
mng. d.; Law Epps, sls. 

Columbia, "WNOK-TV (67) isi1 Main St. 110- 
000 b&w Sce: sta. *c. Cls. A hr. $200, min. $40, 
ID $20. H. Moody McElveen Jr., v.p. & g-m., 
John P. Sholar, sls. m. 

Florence, WBTW (8) Box 630, 153,261 b&w Sce: 
sta. *c. Cls. A hr. $300, min. $60, ID $30. J 
William Quinn, mng. d; John H. Brock, sls. m. 

Greenville, WFBC-TV (4) 505 Rutherford St. 
330,402 b&w Sce: ARF & RETMA. 100 c. Cls. A 
hr. $t6e, min. $90. ID $45. Kenneth Beach- 

m.; R. Q. Glass Jr., c.m. 

Spartarburg. WSPA-TV (7) 224 E. Main St. 
302,717 b&w Sce: RETMA 300 c. Cis. A hr. 
$450, min. $112.50, ID $56.25. Walter J. Brown, 
p. & g.m.; Charles Bell, nat. sls. m. 






SOUTH DAKOTA 

Aberdeen, KDHS (9) Oct. 1, 1957 

Florence, KDLO-TV (3) Satellite of KELO-TV 
Sioux Falls. 

Rapid City, KOTA-TV (3) 1819 W. St. Joe St. 
22,050 b&w Sce. RETMA & sta. Cls. A hr. 
$s, min. $10, ID $6.50. Helen S. Duhamel, 

& g.m.: William F. Turner, bus & c.m. 

Reliance, KPLO-TV (6) C. J. Johnson. st. m. 
Semi satellite of KELO-TV Sioux Falls. 

Sioux Falls, KELO-TV (11) Phillips at 8th 
210,370 b&w Sce: RETMA. Cis. AA hr. $450, 
min. $100, ID $50. E. A. Nord, g. m. & c. m. 


TENNESSEE 
Chattanooga, WDEF-TV (12) Volunteer Bldg., 
Georgia Ave. 235,321 b&w Sce: RETMA 550 
ce. Cls. A hr. $450, min. $100, ID $50. Harold 
E. “Hap” Anderson, g-m.; Otis H. Segler, sls. 


m. 
Chattanooga, WRGP-TV (3) 1214 McCallie Ave. 


239,004 b&w Sce: sta. 1,100 c. Cls. A hr. $400, 
min. $80, ID $40. R. G. Patterson, p.; George 
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P. Moore, sls. m 

Jackson, WDXI-TV (7) Williams Bldg. 103,500 
b&w Sce: sta. *e Cls. A hr. $200, min. $40, 
ID $20. John E. North, v.p. & g.m.; Larry 
Crenshaw, sls. m. 

Johnson City, WJHL-TV (11) Box 1080, 145 W. 
Main St. 185,316 b&w Sce: . Cls. A film 
hr. $300, min. $60, ID $30. W. H. | 


ec. Cls. A hr. $1, amt, ain, $250, ID $140. Paul 
E. Taft, p. & g.m.; Robe S. Wilson, g. sls. m. 
Harlingen, KGBT-TV (4) » 711. 72,404 b&w 
Sce: sta. Cls. A hr. $300, min. $60 ID $35. 
Troy m= gg yg g.m.; Sterling Zimmerman, 
nat. rgni. sis. m. 
Houston, KGUL-TV (see Galveston) 
KPRC-TV (2) = S. Post Oak Rd. 





Jr. v.p., g-m. & sls. m. 

Knoxville, ‘WATE- TV (6) 612 Gay St. SW. 
217,442 b&w Sce. sta. *c. Cls. A hr. $600, min. 
$120, ID $60. W. H. Linebaugh, v.p. & g.m.; 
J. T. McCloud. sls. m. 

Knoxville, WBIR-TV (10) 1513 Hutchison Ave. 
217,443 b&w Sce: sta. *c. Cls. A hr. $600, min. 
$120, 1D $60. John P. Hart, p. & g.m.; R. S. 
Quinn, loc. sls. m. 

Knoxville, WTVK (26) Sharp’s Ridge Memorial 
Park Rd. 168,465 b&w Sce: sta. 2U0 c. Cls. AA 
hr. $300, min. $60, ID $30. John A. Engel- 
brecht, p. g.m.; Charles Palmisano, sls, m 

Memphis, WHBQ-TV (13) 1381 Madison Ave. 
512,380 b&w Sce: sta. Cls. A hr. goes, min. 
$200. ID $100. W. H. Grumbles, g.m.; Boone 
Fk. Nevin, sls. m. 

a ay WMCT (5) Box 311. 512,380 

w Sce: sta. 798 c. Cls. AA hr. $900, min. 
$200, ID — H. W. Slavick, #.m.; Earl 
Moreland st. 

Memphis, WREC.TV (3) Hotel Peabedy Bldg. 
Cis. A hr. $750, min. $150, Hoyt B. Wooten, 
gz.m.: Charles Brakefield, c.m. 

Nashville, WLAC-TV (5) 159 4th Ave N. 382,000 
b&w Sce; ARB 175 c. Cls. A hr. $600, min. 
$120, ID $57. T. B. Baker Jr., exec. v.p. & 

g-m.: Robert M. Revschle, g sls m. 

Nashville, WSIX-TV (8) Nashville Trust Bldg. 
380,000 b&w Sce: sta. Cls. A hr. $575, min. 
$100, ID $55, 7 wr y Draughon, p. & g.m.; 
A.M. Kerr v.p. & 

Nashville WSM-TV (4). 1301 7th Ave. N. 297,228 
b&w Sce: sta. 459 c. Cls. A hr. $825, min. $165 
ID $75. John H. DeWitt, Jr. p.; H. Bramham, 
¢.m. 


TEXAS 


Abilene-Sweetwater, KPAR-TV (12) 7400 Col- 
lege Ave., Lubbock. 65,108 b&w Sce: sta. Cls. 
A hr. $200, min. $30, ID $15. Dan aaieate, st. 
m.; E. A. “Buzz” Hassett, nat. sls. 

Abilene, KRBC-TV (9) 4510 S. lath, 59,222 
b&w. Sce: sta. Cls. A hr. $22f, min. $40, 
(ID $20. Geo. C. Breeding Jr., st. m.; Bill Fox, 


¢.m. 

Amarillo, KFDA-TV (10) Box 1400. 100, = 
b&w Sce: sta. Cls. A hr. $340, min. $70, 
$35. Ed Moore, g.m. & nat. sls. m; ‘in 
Newby, c. m. 

Amarillo, KGNC-TV (4) 2000 N. Polk St. 100,900 
b&w Sce: sta. 409 c. Cls. A hr. $340 AA min. 
$85, AA ID $42.50. Bob Watson, st. m.; Bill 
Clarke, adv. m. 

Austin, KTBC-TV (7) Box 717. 187,567 b&w 
Sce: sta. 56 c. Cls. AA hr. S25, min. $105, ID 
$52.50. J. — Kellam, g.m.; O. P. “Bob” Bob- 
bitt, 2. sls. 

ye KFDM-TV (6) 1420 Calder Ave. 143,- 

000 b&w Sce: Nielsen & sta. 50 c. Cls. A hr. 
$350 e $80. Long — —_ M. Johnson, 
opertns. m. & c Russell. sls. m. 

Big Seeing. “KEDY-TV Pay 47400 College Ave., 
Lubbock 61,397 b&w Sce. sta. Cis. A hr. 
wae, min. $30, ID $15. Wm. J. Wallace, st. 

E. “Buzz” Hassett, nat. sls. m. 

aan KBTX-TV (3) Harry Lee Gillam, st. m. 
Partial satellite of KWTX-TV Waco. 

Corpus Christi, KRIS-TV (6) P.O. Box 840. 
99,152 b&w Sce: ARB. 250 c. Cls. A hr. $300, 
min. $75. ID $37.50. T. Frank Smith, p.; 
W. M. Ejikner, v.p. chg. sls. 

Corpus Christi, KSIX-TV (10) Show Room Bldg. 
98,000 b&w Sce: sta. Cls. A hr. $300, min. 
$75, ID $37.50. Vann M. Kennedy, p. & g.m.; 
William Patton, ¢.m. 

Corpus Christi, KVDO-TV (22) 409 S. Staples 
s Box. 2223. 50,000 b&w Sce: sta. Cls. A 

hr. $60, min. $30. Hubert Schmidt, p. & g.m. 
Ron Dexter, sls. m. 
= KRLD-TV (4) Herald Sq. 602,525 b&w 
ARF & sta. 2,000 c. Cls. AA hr. $1,000, 
porta $300, ID $175. Roy Flynn, m.; Gene 


Cuny, ¢.m. 

Dallas. WFAA-TV (18) 3000 Harry Hines Blvd. 
590,000 b&w Sce: sta. 1,000 c. Cls. A hr. 
$1,000, min. $250, ID $125. Alex Keese, d.; 
Dick Drummy, e¢.m. 

El Paso, KELP-TV (13) 4530 Delta St. 97,153 
b&w Sce: sta. Cls. A hr. $300, min. $60, 
ID $30. Edward Winton. g. m.; Irv Prell, sls. 


m. 
El Paso KROD-TV (4) 2201 Wyoming. 106,129 
b&w Sce: sta. 40 c. Cls. A hr. $450, min. $90, 
ID $45. = Lawrence, v.p. & g.m.; Dick Watts, 


*. sis. 
El Paso, KTSM-TV (9) 801 N. Oregon .. 102,094 
b&w, Sce: El Paso Electric Co. & s 160 c. 


Cls. A hr. $325, min. $65, ID $92.50. Karl 
O. Wyler, p. & g.m., Roy T. Chapman, v.p. & 


¢.m. 

Ft. Worth, KFJZ-TV (11) 4801 W. Freeway. 
595, _ A Sce: SRDS. Cis. A hr. $1,000, min. 
$225. 2 =. a © L. Cagle, p. & g.m.; Joe 
nat, nat. 

Ft. Worth, WBAP-TV (5) 3900 poe. 605,000 
b&w Sce: sta. 1,500 c. Cls. A hr. $1,000, min. 
$225, ID $100. George Cranston, m.; Roy 
Racus. ¢.m. 

Galveston-Houston, KGUL-TV (11) 11 Video 
Lane, Galveston. 540,000 b&w Sce: sta. 1,500 


70 August 12, 1957, Television Age 


531,000 b&w Sce: sta 250 ce. Cls. AA hr. 
$1, 100, min. $250, ID Siro. "Jack Harris, v. p. & 
g-m.; Jack cGrew, st. m. 

Houston, KTRK-TV (13) 4513 Cullen Blvd. 492,- 
500 b&w Sce: sta. *c. Cls. A hr. $850, min. 
$170, ID $85. Willard E. Walbridge, v.p. & 
g-m.; Bill Bennett, ¢.m. 

Laredo, KHAD-TV (8) 820 Convent Ave. 15,000 
b&w Sce: sta. Cls. A hr. $187.50, min. $37.50, 
ID $18.75. Cleo E. Long, st. m.; John Snyder, 


¢.m, 

Laredo, KLTV (See Tyler) 

Lubbock, KCBD-TV (11) P. O. Box 1507, 5600 
Ave. A. 138,549 b&w Sce: sta. 400 c. Cls. A 
hr. $350, min. $60, ID $30. Robert L. Snyder, 





KPAC-TV 


KPAC-TV Beaumont - Port 
Arthur-Orange, Texas, has set 
September 15 as its air-time 
target date. 

The channel four station with 
studios in Port Arthur and 702- 
foot tower in Vidor is licensed 











to Texas Goldcoast Television, 
Inc. The company is owned by 
Port Arthur College and the Jef- 
ferson Amusement Co. 

Affiliated with NBC-TV, the 
station will have 100,000 watts 
video, 50,000 watts audio. 

President of Texas Goldcoast 
and general manager of KPAC-TV 
is Julius M. Gordon, president 
of the Jefferson Amusement Co., 
a group of motion picture 
houses. He is currently president 
of Allied Theatres, one of two 
national associations of motion 
picture exhibitors. 

Mack Newberry is sales man- 
ager. He was formerly with 
WFAA Dallas. For the past eight 
years he has been promotion 
manager of KPAC Port Arthur.. 











sec.-treas.; George L. Tarter, v.p 

Lubbock, KDUB-TV (13) 7400 Collee Ave. 
143,851 b&w See: sta. 500 c. Cls. A hr. $350, 
min. #70. = $35. W. D. *‘ —_ Rogers, p.; 
E. A. > Hassett , nat. sls. 

Lufkin, KTRE-TV (9) 114% N. First St. 64,718 
b&w Sce: sta. Cls. A hr. $225, min, $45, 
ID $22. Richman Lewin, v.p. & 
Martin, sls. m. 

Midland, KMID-TV (2) Box 2758. 74,000 b&w 
Sce: sta. 20 c. Cls. A hr. =. min. $50, ID 
$30. Ray Herndon, g.m.; George Collie, ¢.m. 

Odessa, KOSA-TV (7) 1211 N. Whitaker, 126, 4 
b&w Sce: sta. Cls. A hr. $300, min. $60, 
$35. John Vacca, st. m.; Ed Costello, sis. ~ 

Port Arthur, KPAC-TV Sept. 15, ’57 

San Angelo, KCTV (8) Box 1941, 44,662 b&w 
Sce: RETMA & sta. Cls. A hr. $200, min. $30, 
ID $16.50. J. H. Hubbard, g.m. & sls. m. 

San Antonio, KCOR-TV (41) 111 Martinez St. 
64,000 b&w Sce: sta. Cls. A hr. $200, min. 
$35, ID $20. Nathan Safir, v.p. & g.m. 
Ben Tamborello, sls. m. 

San Antonio, KENS-TV (5) Ave. E & 4th St. 
368,089 Bow Sce: sta. 580 c Cls. A hr. $700, 
min. $120. ID $60. Albert D. Johnson, g.m.; 
Wayne Kearl, c.m. 

San Antonio, KONO-TV (12) 1408 N. Saint 
Mary’s St. 360,000 b&w Sce: sta. 400 c. Cis. 
A hr. $560, min. $140, ID $84. James M. 
Brown, v.p. & g.m.; Bob Roth, c.m. 

San Antonio, WOAI-TV (4) 103i Navarro St. 
368,089 b&w Sce: sta. 580 c. Cls. A hr. $700 
min. $175, 8 sec. $105. James M. Gaines, p. 
& g.m.; Edward V. Cheviot, c. m. 

Sweetwater, KPAR-TV (see Abilene-Sweetwater) 

Temple-Waco, KCEN-TV (6) 17 S. 38rd St., 
Temple. 171,550 b&w Sce: RETMA. 75 
Cis. A hr. $350, min. $70, ID — Gene 
Lewis, st. m.; Burton Bishop, ¢ g.m 

Texarkana, KCMC-TV (6) Summerhill Rd. 127,- 
500 b&w Sce: Nielsen, Pulse & sta. 250 c. Cls. 
A hr. $260, min. $60, $30. — M. 


indsor, g.m. rs, 

Tyler, KLTV (7) Box 957, Kilgore Ra. T10, 000 
b&w Sce: ARF & RETMA. 250 c. Cls. A hr. 
ng min. $60, ID = Marshall H. Pengra, 

g-m.; John Lenox, c.m 

Waco, KCEN-TV (see Temple) 

Waco, KWTX-TV (10) Box 3128. 141,000 b&w 
Sce. sta. F0 ce. Cls. A hr. $300, min. $60, ID 
$30 M. N. Bostick, v.p. & g.m.; Charles H. 
Boland, nat. & rgnl. ¢.m. 

Weslaco. KRGV-TV (5) 311 Missouri Ave. 84,875 
b&w Sce: sta. Cls. AA hr. $300, min. $50. ID 
$30. O. L. ae P. Tong g-m.; Kenneth E. 
Markel, nat. & rg 

Witchta Falls, KEDX. TV. (3) Box 2040 121,- 
000 b&w Sce: Nielsen & sta. 600 c. Cls. A 
hr. $350, min. $7, ID $42. Howard H. 
Fry, exec. v.p. & g Bob Walker, g. sls. m. 

Wichita Falls, KSYD-TV (6) Box 2130. 130,540 
b&w Sce: sta. 225 c. Cls. A hr. $350, min. $70, 
ID $42. Sid Grayson, p. & g.m.; Lambert 


Cain, ¢.m. 
UTAH 


Salt Lake City, KSL-TV (5) 145 Social Hall Ave. 
215,000 b&w Sce: Pulse & sta. 400 c. Cls. A 
_hr. $600 min. $150, ID $75. D. Lennox Mur- 
doch, v.p. & m; Edward B. “Ted” Kimball, 


g-sls.m. 

Salt Lake City, KTVT (4) 130 Social Hall Ave. 
212,000 b&w Sce: Pulse & sta. 275 c. Cls. A 
og $700, min. $180, ID $90. G. ye Larson, 

& g.m.; Harold Woolley, tv sls. 

Salt Lake City, KUTV (2) 179 Social Hall Ave. 
200,784 b&w Sce: sta. Cls. A hr. $600, min. 
$135, ID $60. Brent Kirk, st. m. & g. sls. m.; 
Robert Smith, nat. sls. m. 

VERMONT 

Burlington, WCAX-TV (3) 50 Barrett St. 150,000 
b&w Sce: Nielsen & sta. Cls. AA hr. $450, 
min. $90, ID $45. Stuart T. Martin, v.p. & 
g. m.; John A. Dobson, sls. m. 


VIRGINIA 


Bristol, WCYB-TV (5) Cumberland St. 368,870 
b&w Sce: Nielsen & sta. 200 c. Cis. A hr. 

$300, min. $60, ID $30. Robert H. Smith, p. & 
g.m.; J. Fey Rogers, v.p. & sls.m. 

Hampton, WVEC-TV (see Norfolk) 

Harrisonburg, WSVA-TV (3) Rawley Pike. 139,- 
617 b&w Sce: Nielsen & RETMA. Cis. A hr. 
oe min. $50, ID $25. Hamilton a, p. & 

; R. H. “Dick” Johnson, g. sls. 

Lonchbers. WLVA-TV (13) Box 238, ‘925 Church 
St. 308,675 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. Philip P. Allen, v.p. & g.m.; 
Thomas L. Turner, c.m. 

Norfolk, WTAR-TV (3) 720 Boush St. 416,000 
b&w Sce: sta. 500 c. Cls. A hr. $875, min. 
$200, ID $100. Campbell Arnoux, p. & g.m.; 
Robert M. Lambe, g. sls. m. 

Nerfolk-Hamvton. WVEC-TV (15) 812 W. ?*-* 
St., Norfolk. 192,330 b&w Sce. ARB 500 c. Cls. 
A hr. $350, min. $70, ID $35. Thomas P. 
Chisman, p. & g.m.; Harrol A. Brauer Jr., 
v.p. & sls. d. 

Petersburg, WXEX-TV (8) 124 W. Tabb St. 
425,000 b&w Sce: sta. 200 c. Cls. A hr. $700, 
min. $110. Irvin G. Abeloff, v.p., mng. d. & 
nat. sls. m.; George R. Oliviere, loc. sls. m. 

Portsmouth, WTOV-TV (27) 1305 Granby St. 
Hr. $124.65, min. $17. A. V. Bamford, g.m.; 
Winston Bright, c.m. 

Portsmouth WAVY-TV (10) Sept. 1, 1957. 

Richmond, WRVA-TV (12) 5221 Midlothian 
Pike. *c. Cls. A hr. $700, min. $140, ID $70 
Barron Howard, v.p. & g.m.; James D. 


g-m.; Murphy 
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Clark Jr., sls. 

Richmond, WTVR. *(6) 3301 W. Broad St. P.O. 
Box 5229. 503,317 b&w Sce: ARF. 433 c. Cis. 
A hr. $875, min. $140, ID $70. Wilbur M. 
Havens, g.m. & a ; Walter A. Bowry Jr., 
asst. g.m. & ass ¢.m. 

Prone hy WDBJ-T TV (7) Times Bldg.—201 W. 
Campbell Ave. (Box 150) 402,000 b&w Sce: 
Nielsen & RETMA 1,000 c. Cls. A hr. $450, 
min. $100, ID $°0. Ray P. Jordan, v.p. & mng. 
d.; Blake Brown, tv sls. m. 

Roanoke, WSLS-TV (10) Church & Third St. 
SW. 402,000 b&w Sce: Nielsen & RETMA 
1,000 c. Cls. AA hr. $675, min. $135, ID $67.50 
James Moore, exec. v.p.; Horace S. Fitz- 
patrick, asst. m. & c.m. 


WASHINGTON 

Bellingham, KVOS-TV (12) PB Ellis wr" $22,- 
841 b&w Sce: RETMA Cls. hr. 
$435. min. $108, ID $43. - , &.., Mintz, . m.; 
Fred Elsethagen, sls. 

Ephrata, KBAS-TV (43) a Schroeder, sls. m. 
Satellite of KIMA-TV Yakima. 

Pasco KEPR-TV ge Box 766. 35,000 b&w Sce: 
sta. 15 c. Cls. hr. $250, min. $50, ID $30. 
Monte L. nh g.m.; Walt Coleman, loc. sls. 
m. Satellite of KIMA-TV Yakima. 

Seattle-Tacoma, KING-TV (5) 320 Aurora Ave., 
N. Seattle. 575,000 b&w Sce: U. of Washing- 
ton. 1,227 c. Cls. A hr. $1,100, min. $225, ID 
$115. Otto P. Brandt, v.p. & g.m; A. P. 
Hunter, c. m. 

Seattle-Tacoma, KOMO-TV Bd = S 4th ia. . 
Seattle 576,000 b&w Sce: »227 
Cls. A hr. $1, 125, min. $230, ID este “Ww. W. 
Warren, exec. v.p. & g.m.; Bill Hubbach, g. 


sls. m. 

Seattle-Tacoma KTNT-TV (See Tacoma-Seattle) 

Seattle-Tacoma KTVW (13) 230 8th Ave. N 
Seattle. 576,000 b&w Sce: sta. Cls. A hr. 
$600, min. $125, ID $65. J. Elroy McCaw, o. & 
m.; James J. Hawkins, asst, m. & c.m 

Spokane, KHQ-TV (6) 700 Radio Central Bldg. 
216,757 b&w Sce: sta. 200 c. Cls. A hr. $550. 
— $137. 50. ID $68.75. Richard O. Dunning, 

& g.m.; Birney Blair, ¢.m. 

aoshane, KREM- TV (2) 4103 S. Regal. 208,580 
b&w Sce: sta. Cls. AA hr. $600, min. 
$120, ID $60. Robert H. Temple, m. 

Spokane, KXLY-TV (4) 315 W. Sprague. 204,783 
b&w Sce: Inland Empire Electrical League 
Cls. A hr. $600, —_. $130, ID $65. Richard 
E. Jones, v.p. & g ; James Agostino, sls. m. 

Tacoma-Seattle, KTNT- TV (a1) llth & Grant. 
576,000 b&w Sce: sta. 1,227 c. Cls. A hr. 
$900, min. $205, ID $102.50. Larry Carino, 
m. sls. d. 

Tacoma-Seattle, KTVW (see Seattle-Tacoma) 

Yakima-Pasco, KIMA-TV (29) Radio & Tele- 
vision Center, Box 702. Yakima 93,000 b&w 
See: sta. 50c. Cls. A hr. $500, min. $100, ID 
=. Thomas C. Bostic, v.p. & g.m.; H. R. Cary, 
sls. m. 


WEST VIRGINIA 

Bluefield, WHIS-TV (6) Municipal Bldg. 125,770 
b&w Sce: Nielsen & RETMA. *c. Cls. A hr. 
$240, min. $60, ID $30. John C. Shott, st. m. 

Charleston WCHS-TV (8) 1111 Virginia St. E. 
400,000 b&w Sce: sta. 20,000 c. Cls. A hr. $650, 
min. $175, ID $87.50. John T. Gelder Jr., 
v.p. & g.m.; John L. Sinclair Jr., sls. m. 

Charleston, ware, = | (see am. 

Charleston, WSA V (see Huntington). 

Clarksburg, WROY. T™!, (12) Sept. 1957. 

Fairment, WJPB-TV (35) Broadcast House, 400 
en St. 33,500 b&w Sce: sta. 1,200 c. Cls. 

hr. $200, min. $30, ID $20 Numa Fabre 
te, mng.d.; H. W. Critchlow, v.p. & ¢c.m. 

Huntington. WCHS-TV (see Charleston) 

Huntington. WHTN-TV (13) Radio & Television 
Arena, 625 4th Ave. 203,000 b&w Sce: sta. 
20 c. Cls. A hr. $450, min. $100. Robert R. 
Tincher, v.v. & g.m.; George A. Miller, sls. m. 

Huntington, Wee TV (3) 201 Ninth St. 609,700 
b&w Sce: ARB. Cls. A hr. $1.000 min. ise 
ID $90. Lawrence H. Rogers, p. & g.m. 
C. Tom Garten, c.m. 

Oak Hill-Beckley, WOAY-TV (4) Box 251, Oak 
Hill. 357,230 b&w Sce: sta. Cls. A hr. $200, 
min. $40, ID $20. Robert R. Thomas Jr., o. & 
gz.m.: Vic. Ludington, sls. m. 

Pachenbure, WTAP (15) 121 W. 7th St. 58,162 
b&w Sce: sta. Cls. A hr. $150, min. $25, ID 
$12.50. Milton Komito, st. m. & s!s. m. 

Wheeling. WTRF-TV (7) Ogden Bldg. 424,510 
b&w Sce: Nielsen & sta. 350 c. Cls. A hr. $500 
min. $100, ID $50. Robert W. Ferguson, ex- 
ec. v.p. g.m.; H Needham Smith, sls. m. 


WISCONSIN 

Eau Clair, WEAU-TV (13) 2415 S. Hastings 
Way. 135,000 b&w See: Nielsen. 100 c. Cls. A 
hr. $300, min. $60, ID $30. Leo Howard, g.m. ; 
Wayne F. McNulty, asst. m. 

Green Bay. WBAY-TV (2) 115 S. Jefferson. 
360,000 b&w Sce: sta. Cls. A hr. $400, min. 
$80, Il) $40. Haydn R. Evans, g.m.; Robert 
. Nelson, sls. m. 

Green Ray. WFP V-TV (5) Mason & Roosevelt 
Sts. 357,340 b&w Sce: sta. Cls. A hr. $400, 
min. $80, ID $40. Soren H. Munkhof, exec. 
v.p. & g.m.; Jack Gennaro, loc. sls. m. 

tireen Bay WMRV-TV (see Marinette) 

La Crosse, WKBT (8) 141 S. Sixth St. 135,000 

b&w Sce: Pr'se & Retmn Cls. A hr. $360, min. 

72, ID $36. Howard Dahl, g.m.; Robert Mor- 

rison, sls. m. 





George C. Stevens, above, formerly 
sales director of wrca New York, has 
become general sales manager of the 
Transcontinent Television Corp. Trans- 
continent owns and _ operates 
wroc-Tv Rochester, is a 50 per cent 
participant in the ownership of wsva- 
TV Harrisonburg, Va. and has con- 
cluded a merger agreement for the 
acquisition of wGR-Tv-aAM Buffalo. 
Through a production error the July 15 
issue of TV AGE carried a picture of Mr. 
L. Byron Cherry, below, as being that 
of Mr. Stevens. Mr. Cherry is vice 
president for finance and management 
services of the Columbia Broadcasting 
System. The Editors of TV AGE regret 
the picture mixup which caused the 
error in the July 15 issue. 





Madison, WISC-TV (3) Commercial State Bank 
Bldg. 329,107 b&w Sce: sta. 1,000 c. Cls. AA 
hr. $550, min. $110, ID $55. Ralph O’Connor, 
sec. & g.m.; Richard Knickeson, sls. m. 

Madison, WKOW- TV (27) 215 W. Washington 
Ave. 131,270 b&w Sce: sta. *e. Cls. A —¢ 
$250, min. $50, ID $25. Ben F. Hovel, g.m.; 
Robert Loomer, loc. sls. m. 

Madison, WMTV (33) W. Beltline Hwy. 142,000 
b&w Sce: sta. 250 c. Cls. A hr., $280, min. $56, 
ID $28. Gerald A. Bartell, p.; Peter 
Theg, st. & sis. m. 

Marinette-Green Bay, WMBV-TV (11) Radio- 
Television Park, Wells St., Marinette. 211,410 
b&w Sce: sia. Cls. A hr. $300, min. $60, ID 
$20. Joseph D. Mackin, g.m.; William R. 
Walker, tv m. 

Milwaukee, WISN-TV (12) 759 N. 19 St. 
694,500 b&w Sce: sta. Cls. A hr. $1,000 
min. 3200, LD $100. John B. Soell, d. & st. m., 
Pichard E. Shireman, loc. sls. m. 

Milwaukee, WITI-TV (6) 212 W. Wisconsin 
Ave. 701,494 b&w Sce: sta. 3,500 c. Cls. A 
hr. $500, min. $100, ID $50. Dean McCarthy, 
asst. to p. & pam. d.; J. G. “Sandy” Sandison, 


g. sis. m. 

Milwaukee. WTMJ-TV (4) Radio City 720 FE. 
Capitol Dr. 781,222 b&w Sce: sta. 220 c. Cls. 
A hr. $1,150, ID $100. Walter J. Damm, g.m.:; 
Neale V. Bakke, sls. m. 

Milwaukee, WXIX (19) 5445 N. 27th St. 263,138 
b&w Sce: sta. 1,000 c. Cls. A hr. $600, min. 


¢ 








$100, ID $50. Edmund C. Bunker, g.m. Richard 
Hogue, g. sis. m. 
mE KDAL-TYV (see Duluth, Minn.) 
Superior WDSM-TV (see Duluth, Minn.) 
Wausau, WSAU-TV (7) 714 Fifth St. 115,000 
b&w Sce: sta. Cls. AA hr. $350, min. $70, ID 
$35. George T. Frechette, v.p. & g.m.; michard 
D. Dudley, asst. g.m. & c.m. 


WYOMING 

Casper, KTWO-TV (2) 355 N. Beverly Dr., 
Beverly Hills, Calif. 6,000 b&w Sce: sta. C. 
Van Haaften, g.m.; Pete Bennet, sls. m. 

Casper, KSPR-TV (6) Sept. 1957 

Cheyenne, KFBC-TV (5) 2923 E. Lincolnway. 
49,000 b&w Sce: sta. *e. Cis. A hr. $175, min. 
$35, ID $17.50. Wm. C. Grove, g.m.; Charles 
P. Cahill, ¢.m. 


ALASKA 

Anchorage, KENI-TV (2) Box 1160, Fourth Ave. 
Theatre Bldg. 26,000 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. Alvin A. Bramstedt, 
g.m.; William E. Greene, sis. m. 

Anchorage, KTVA (11) Mt. McKinley Bldg., 4th 
& Denali St. 26,000 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. A. G. Hiebert, p. & 
g.m.; Claire O. Banks, c.m. 

Fairbanks KFAR-TV (2) Box 910. 10,000 baw 
Sce: sta. Cls. A. hr. $150, min. $30, ID $15. 
Donald G. Andon, st. m.; Jack Barnhart, c.m. 

Fairbanks KTVF (11) Box 590, 10,500 b&éw 
Sce: sta. Cls. A hr. $135, min. $27, ID $13.50. 
Walt Welch, m.; John Griffin, c.m. 

Juneau, KINY-TV (8) 231 S. Franklin. 2,250 
b&w Sce: sta. Hr. $60, min. $12, ID $7.20 
ay McKinley, st. m.; Vern Metcalf, loc. 
sls. m. 


HAWAIL 

Hilo, KHBC-TV (9) Satellite of KGMB-TV 
Honolulu. 

Honolulu, KGMB-TV (9) 1534 Kapiolani Blvd. 
113,950 b&w Sce: RETMA & sta. Cis. A hr. 
$350, min. $75, ID $37.50. Melvin B. Wright, 
st. m. & nat. sis. m.; C. Crockett, g. 
sls. m. 

Honolulu, KONA-TV (2) 206 Koula. 109,627 b&w 
Sce: Pulse & sta. Cls. A film hr. $350, min. 
$75. ID $37.50. John D. Keating, p. & g.m.; 
Martin F. Rohde, g.. sls. m. 

Honclulu, KULA-TV (4) 1290 Ala Moana 
Blvd. 94,684 b&w Sce; sta. Cls. A hr. $300, 
min. $50, ID $25. Jack Burnett, exec. v.p. & 
g.m.; Art Sprinkle, sls. m. 

Honolulu, KHVH-TV (13) 1924 Broadway, Oak- 
land, Cal. 

Wailuku, KMAU (3) Satellite of KGMB-TV 
Honolulu. 

Wailuku, Maui, KMVI-TV (12) Satellite of 
KONA-TV Honolulu. 


GUAM 
Agana, KUAM-TV (8) Box 68. Hr. $120, min. 
$24, ID $12. Harry M. Engel Jr., p. & g.m. 


PUERTO RICO 

Mayaguez, WORA-TV (5) Box 43, Darlington 
Bldg. 129, 345 b&w Sce: sta. Cls. A hr. $150, 
min. $26, ID $11. Alfredo R. de Arellano Jr., 
p. & g.m.; Reinaldo M. Dupont, asst. m. & 
¢.m. 

Ponce, WSUR-TV (9) Sept. 1957. 

San Juan, WAPA-TV (9) WAPA Bidg., Box 
2050, 357 Ponce de Leon Ave. 157,958 b&éw 
Sce: sta. Cls. A hr. $212.50, min. $50, ID $20. 
David H. Polinger, g.m.; Andrew N. Vladimir, 
sls. m. & prom. m. 

San Juan, WKAQ-TV (2) Box 1072, Stop 8, 
Puerto de Tierra, 129,345 b&w Sce: sta. Cls. 
A hr. $300, min. $65, ID $32. Delfin Fernandez, 
g-m.; Oscar Reinosa, sls. m. 





GOVERNOR TELEVISION 
presents 
THE LAUREL & HARDY SHOW 


8 years in the top 10 


151 W. 46 St., N.Y.C. 
Art Kerman—JUdson 6-3675 
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alive today! . . - like 400,000 other Americans cured of cancer 


Let’s give our doctors a chance. Thousands of Americans are 
being cured of cancer every year. But too many are losing 
their lives needlessly because they failed to consult their 
doctors when the disease was in its early . . . and therefore 
more curable . . . stage. 

Form the life-saving habit of a head-to-toe physical 
checkup once a year. For men, this should include a chest 
x-ray; for women, a pelvic examination. Make it a habit 


..- for life. 


72 August 12, 1957, Television Age 


who went to their doctors in time 
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In the picture 





Malcolm Muir, president and editor-in-chief of Newsweek, says, “For sometime past, we 
have been exploring the possibility of buying one or more television stations in order to edu- 


- cate ourselves in the medium and as an investment.” The magazine executive was talking 


about the purchase of a substantial minority in KFsD-Tv-AM-FM, San Diego by his company, 
Weekly Publications, Inc. James G. Rogers, president of KFSD, Inc., is a member of Fox, 
Wells & Co., a private investment firm which continues its controlling interest in the stations. 
The investment company bought the stock of Airfan Radio Corp., former operator of the San 
Diego stations, in November of 1954 from Thomas E. Sharp and trustees of a group of busi- 
ness men and others in San Diego. The radio station has been on the air since 1924. Tv opera- 


tions began in 1953. The stations are NBC affiliates. 





Simon B. Siegel (left), who is both treasurer of American 
Broadcasting-Paramount Theatres, Inc., and American Broadcasting 
Co., has also assumed the responsibility of coordinator between 
ABC owned and operated tv stations and the network. At the same 
time, Herbert B. Lazarus has been elected secretary of the 
American Broadcasting-Paramount Theatres corporation. He is 
also vice-president and general counsel of the corporation. The 
liaison post taken over by Mr. Siegel has been created to keep the 
five owned-station managers more fully advised of all matters 
affecting their relationship with the network. 





Larry H. Israel is the new general manager of wAaM Baltimore as the Westinghouse 


Broadcasting Co. takes over the station. Mr. Israel was formerly vice president and general 
manager of WENs Pittsburgh, the city’s uhf outlet, and KMGM-Tv Minneapolis, St. Paul. He 
worked with woTv (now KDKA-Tv, the Westinghouse station in Pittsburgh) for five years, 
starting there when it went on the air in 1948. He was news and special events editor, opera- 
tions manager and finally sales manager. Born in McKeesport, Pa., Mr. Israel is a graduate of 
the University of Missouri. He is married to the former Audrey Westerman of New Kensing- 
ton, Pa. They have two children, Susan, 314 and Howard, 114. WAAM operates on channel 13 
and is an affiliate of the American Broadcasting Co. The station was purchased by WBC 


under an agreement signed on May 6, 1957. 





RKO-Teleradio Pictures, Inc., has promoted Norman Knight to president of the Yankee 
division (including wNac and wnac-tv Boston). Mr. Knight came to Yankee as executive vice 
president and general manager in November of 1954. He had been general manager of WABD 
New York. Before that he was eastern manager of station relations for the Mutual Broad- 
casting System. When he joined Mutual, he had already served in almost every station capac- 
ity including promotion, announcing, continuity, sales and management. In past years he has 
conducted many sales clinics for broadcasters and has been a speaker before several advertis- 
ing and sales groups on the use of tv and radio as advertising media. He belongs to the 
Advertising Club of Boston, the Broadcasting Executives Club of New England, the Univer- 
sity Club, the Friars Club, Variety Club and Sales Executives Club. 








Emil Mogul Co. has named Henry Colman director of radio and television production. 
Mr. Colman was previously with the Theatre Guild for two years as director of television pro- 
gram development. He also was associate producer for three years of the NBC-TV show, 
Robert Montgomery Presents; producer of the daytime soap opera, Follow Your Heart, and 
assistant to the producer of the Kraft Television Theatre at J. Walter Thompson Co. He 
started in television in 1950 as a unit manager for NBC. A native of Altoona, Pa., he lives in 
Valley Stream, L. I., with his wife, the former Miss Joan Scherens of Brooklyn and Haw- 
litt, L. 1., and their two children, Cathy, 6, and Richard, 24%. During World War II, Mr. 
Colman served as a navigator with the U. S. Air Force, taking part in 25 B-29 missions. 
He has a drama degree from Columbia University. 
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The Baron 


wanted him shot 


“You,” said the suavely arrogant young 
baron in the blue and silver Generalstab 
uniform, “are a British spy. And,” pointing 
his hand like a pistol, “you know what 
that means.” 

What it meant was that the most daring 
correspondent of his day, counting on 
America’s 1914 neutrality, had wandered 
too far behind German lines. And made a 
new acquaintance who was now politely in- 
sisting on having him shot. 

But 24 hours later, Richard Harding 
Davis nonchalantly rode back to Brussels 
in a German general’s limousine. 

By that time, Davis had become an old 
hand at getting out of tight spots. It was, 
after all, his sixth war. And as early as his 
third, he had been officially commended for 
cool courage and offered a commission. His 
admirer: Colonel Roosevelt of the Rough 
Riders. 

Novelist, playwright, reporter, world- 
traveller, Richard Harding Davis was the 
idol of his generation. And his clear-headed 
adventurousness, his love of fair play, 
would have made him one today. For 
America’s strength as a nation is built on 
just such personal qualities. 

And America’s Savings Bonds are literally 
backed by them. It is the courage and 
character of 170 million Americans that 
make these Bonds the world’s finest guar- 
antee of security. 

For in U.S. Savings Bonds your principal 
is guaranteed safe, to any amount—and your 
rate of interest guaranteed sure—by the 
greatest nation on earth. Buy U.S. Savings 
Bonds regularly where you bank or through 
the Payroll Savings Plan where you work. 
And hold on to them. 


SAFE AS AMERICA—U.S. SAVINGS BONDS 





The U.S. Government does not pay for 
this advertisement. It is donated by 
this bl in perat with the 
Advertising Council and the Magazine 
Publishers of America. 
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Up, up and away! Fellow came to 
us with documented proof (and 
bonded) that tv is largely responsible 
for a reduction in adult delinquency— 
at least in the instance of a tv person- 
age we'll call, appropriately, Mr. X. 

It appears, according to our inform- 
ant, that Mr. X had been away for 
some days from his usual Martini and/ 
or Bloody Mary haunts. He was missed 
by his fellow haunters. So an investi- 
gation was made directly. Mr. X was 
asked, what goes? He confessed that 
one day he overheard his four-year-old 
son say to his six-year-old son, “Don’t 
you wish Superman was our Daddy 
’stead of the one we got?” When the 
answer came back, “You said it, man!” 
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Mr. X decided that rigorous measures 
had to be taken. He is spending all of 
his spare time now in a nearby YMCA 
gym. 


* * 4% 


One for the road: Jn Louisville, Don 
Sturgill, Kentucky’s safety commis- 
sioner, appeared on a tv show where 
listeners telephone in questions. Com- 
missioner Sturgill was asked to show 
his driver’s license. There was a tense 
silence as he shuffled through a thick 
pile of cards in his wallet. The license 
was on the bottom. 


* * * 


It’s well put in a Screen Gems re- 
lease which says, “The electronic age 
has gone to the dogs.” 

James Ross, a Hollywood movie 
technician, has come up with a gadget 
called “Canine Command,” a communi- 
cations system for cueing dogs. Re- 
cently, to test the device, Rin Tin Tin 





revue soe fre Camera 


was used as a guinea dog. A tiny 
transistor receiver was built into 
Rinty’s collar and a miniature button 
phone placed directly behind his ear. 
Speaking through a small mike and 
transmitter, Rin Tin Tin’s trainer, 
Frank Barnes, was able to give com- 
mands standing almost 40 feet behind 
the camera. It worked perfectly. 
Now, if they could only get a collar 
around some actors we know. . 


* * * 


During idle moments in the pursuit 
of one’s daily rounds, some doodle on 
the desk pad, others reflect on the let- 
ter they'd like to write the boss de- 
manding a raise. But we have a fellow 
in our office—who is always an ea- 
gerly-constructive beaver. Just the 
other day Our Beaver announced that 
in a 12-second lull he had figured out 
how many combinations of call letters 
for tv stations there could be. So, for 
those who have been panting for this 
intelligence, we disclose that the figure 
is 36,504. 

We can’t help but wonder what Con- 
gressman Celler will do with this in- 
formation. ’ 

* * * 

There was an immediate reaction to 
last issue’s Eight Best titles selected 
from Steve Allen’s Scrambled Book 
List. Everyone and his or her funny 
brother had a topper of his or her own. 
So this time, we present a list of our 
Eight Best selected from contributions 
laughingly accepted. For reasons of 
our own space and the author’s pro- 
tection, we do not give credits for the 
following: 

1. Coup de 
Rainier. 

2. The Lion’s Share—by Joseph 
R. Vogel and Joseph Tomlinson. 

3. On Borrowed Time—by Bristol- 
Myers. 

4. Tobacco Road—by the editors 
of Reader’s Digest. 

3. Kidnapped — by 
Donald. 

6. Long Days Journey Into Night— 
by Jack Paar. 

7. Catcher in the Rye—Yogi Berra. 

8. Biography of the Bulls—by Elsie 
the Cow. 


Grace—by Prince 


Marie Mac- 
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vorything ib KING SIZED 


in the rapidly expanding WHEELING MARKET 






King-sized Industrial Growth . . . that’s what's happening show you the most recent statistics on the expanding king 
in the Wheeling Upper Ohio Valley Market. New and sized Wheeling Market and how WTRF-TV, dominating 


expanded plants and facilities, new people, new buying 
power, all mean new king sized sales opportunities for 
you. This growth is so rapid that market data figures com- 
: piled six months ago are 
already obsolete. Let us 
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this area, can help you reach those king sized 
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The MOUNTAINEER, world’s 
largest shovel, is owned by 
the Hanna Coal Company and 
operated at Cadiz, Ohio, well 
within the coverage area of 
WTRF-TV. It is approximately 
160 feet high, weighs 5,500,- 
000 pounds, has a 150 foot 
boom, and a 92 foot dipper, 
making it possible to drop its 
overburden of 90 tons in an 
arc of 180 degrees, approxi- 
mately 290 feet away, and 
return for another load in 45 
seconds. Compare the ; 
MOUNTAINEER’S size with ie : ’ és . ee 
the average bulldozer along- a station-worth relreallite 
side it; almost like comparing 
WTRF-TV's audience with its 
next nearest competitor 


WHEELING 7, WEST VIRGINIA 








sales figures because of its king sized 
audience. Ask any Hollingbery repre- 
sentative; or call Wheeling—CEdar 
2-7777 and let Bob Ferguson, VP 
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and General Manager, or 
Needham Smith,Sales Man- 
ager, give you the entire 
story. 





FIRST. 


‘: 


THIS IS A TORNADO 


. » . as it happened in Dallas on April 2. 
The “Texas News” newsreel film showed 
the tornado funnel forming, first hitting 
the Oak Cliff section, then skipping 
across the western section of Dallas. The 
“Texas News” had actual scenes of the 
injured being taken from the wreckage, 
sound-film interviews with survivors. . - 


THIS IS A FLOOD 


. . as it happened in many Texas com- 
munities this spring. The “Texas News” 
covered the flood from Fort Worth to 
the south Texas town of Lampasas, re- 
cording the loss of lives and property, 

-the heartbreak that is the human side 
of disaster. 


with the FINES 


BREEBEESE & 
Newsreel Coverage 


WBAP-TWV’s 


“TEXAS NEWS" 


When black, boiling clouds formed over the southwest 
section of Dallas at 4:25 P.M. on April 2, “Texas News 
cameramen were there to record on film the tornado that 
snaked through Dallas leaving ten dead and millions of 
dollars in damage. Complete coverage was seen first on 
television at 10 P.M. on “Texas News.” 





Later in April, seven years of drought were broken in 
Texas with rampaging floods in Fort Worth, Dallas, Waco, 
Lampasas and many other communities all over the state, 
WBAP-TV cameramen got complete and exclusive cover 
age of swirling flood waters, dramatic rescues and on-the 
scene interviews with victims. Some scenes were shot, pro 
cessed and on the air minutes after their occurrence. 


On June 27, the first hurricane of the season, AUDREY, 
lashed the southeastern tip of Texas and the Gulf coast 
region of Louisiana . .. WBAP-TV cameramen were there 
to bring to “Texas News” viewers the frightening scenes 
of tragedy. 

In the Southwest . . . the first, the finest, the most 


efficient, the most effective newsreel coverage... . is 
WBAP-TV's award-winning “Texas News.” 














Weather, crime, violence, politics, or whatever the BIG STORY i 
Texas is at the moment .. . fast, complete coverage on film 
routine for WBAP-TV. That's why the “Texas News” has an a 
age rating (ARB) of more than twice that of the highest oppositi 
rating. 
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